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Rough Proofs 


About the only people who are 
opposed to the Seagram policy of 
holding the price line on liquors 
are the WCTU and the Anti- 
Saloon League. 


, + © 


Los Angeles gained 300,000 pop- 
ulation between April, 1940, and 
January, 1946, but it seems a lot 
more since the Rams and the Dons 
have been piling ’em in. 


- | 7 


Those who feel that advertising 
performs an educational function 
in modern life can point out that 
Paul Cornell, who always wanted 
to be a school master, is back in 
the business. 


¥ = ¥ 


Paul Gray Hoffman is the fellow 
who doubles in brass as president 
of Studebaker and head of CED, 
but you wouldn’t have identified 
him that way if he hadn’t re- 
ceived an award from the NAPRC. 


= 2% 


The M. C. Schrank Company 
made a survey which showed that 
when the nights get hot, about a 
third of the gals between 20 and 
30 “discard part or all of their 
pajamas.” 

Which part? 


. 2 ¥ 


The automobile service facilities 
of the Exchange National Bank 
at Chicago are wonderful enough, 
but still more wonderful is its 
ability to provide parking space 
for the customers. 


. 


Bob Hope says that just as soon 
as the Republicans won both 
houses, President Truman _ got 
busy and took the ceilings off. 


7, Vv F 


PM’s experience of the past six 
years seems to prove conclusively 
that you can have a newspaper 
without ads, and also that you 
can’t have an adles newspaper 
without deficits. 


7, F F 


Because of rising prices of oils 
and other ingredients, soap prices 
are going up 50%, but housewives 
are assured that it won’t cost 
them a cent more to listen to their 
favorite soap operas. 


vv 


The Brooklyn Dodgers will be 
televised by CBS in 1947. Sight 
and sound presentation of Leo 
Durocher battling an umpire 
should be worth the price of ad- 
mission. 

. ¥ F 


With the Album of the Month, 
Candy of the Month and similar 
promotions proving the value of 
the idea, some investment trust 
may decide to organize the Divi- 
dend of the Month Club. 


>” = = 


General Mills’ offer of magic 


tricks as premiums is based on the 
belief that kids working for prizes 
will make food disappear like 
magic. 


Cory Cus. 


54% Discount Ads, 
Call Business 
Selfish, Abt Says 


Brand Names Chief 
Reports on Survey 
to Canadian Admen 


Toronto—Revealing for the first 
time the results of a public opin- 
ion survey, Henry E. Abt, man- 
aging director of the Brand Names 
Foundation, reported to the Asso- 
ciation of Canadian Advertisers 
this week that 100% of the polled 
section discounted advertising 
somewhat, 54.5% “considerably.” 

Of these, the major reasons for 
discounting the advertising were: 
45.6% said companies “are selfish 
and don’t care about their (the 
public’s) interests’; 39.7% because 
“advertising is less plausible now 
than it used to be’; 21.9% 
cause “of what they had read or 
heard about advertising.” The 
total over 100% is due to duplica- 
tion of answers. 

The poll, made in New York 
last week for BNF by Fact Find- 
ers Associates among people 30 
years of age or over, is based on 
500 interviews. The actual per- 
centages of discount showed that 
49.5% discounted advertising 
slightly, 28.1% discounted it con- 


siderably, 16.5% discounted it 
greatly, and 9.8% discounted it 
totally. 


Further, the poll seems to in- 
dicate that advertising trust is 
losing ground: 30.5% discounted 
advertising more than they did 10 
years ago; 20% discounted it less; 


49.5% discounted it “about the 
same.” 

Ad Credence Damaged 
Mr. Abt said these figures 


showed that advertising credence 
and acceptance have been dam- 


.|aged, and asserted that the dam- 


age is due to “economic fallacy, 
falsehood and misrepresentation 
concerning the relationship be- 
tween the practice of advertising 
and the interests of consumers,” 
and not to excesses or implausibil- 
ity of “some advertising.” 

“From a cold, practical view- 
point,” he warned, “conflicts of 
economic and social philosophy 
can—and inevitably do—have a 
direct effect on the value of the 
advertising dollar. The effective- 
ness of advertising rests on the 

(Continued on Page 81) 


’ ‘ 
Togetherness’— 
Key to Future. See 
Pages 12, 65. Other 
‘features this week: 
Ad-libbing ... a 
Admen Coming Back . 78 
Business Paper Figures . 
Chain Store Figures .. ; 
Coming Conventions . . 
Department Store Sales : . 80 
Editorials ........ a 
Farm Paper Figures ; .. 66 
Getting Personal ........... .. 14 
Information for Advertisers «+ 
In Washington .......... . 56 
Magazine Figures ......... —). 
MINE 9 ic ion sj. Ac ees ava ae 
Photographic Review... -——s—s. ... 85 
J eee 
Voice of the Advertiser . Ss—-.—ssi«s«ws«S78 


be- | 


PROMOTES NEW LINE—This full-color 
lithographed window display for Yale & 
Towne's new line of auxiliary locks em- 
phasizes the company's new “one-arm" 
spring-latch. The girl featured in the 
design is the keynote illustration in all 
national advertising for the products. 
Miniatures (shown at top) are furnished 
for interior display. 


Senate Hearings 
on Newspapers: 
Problems Urged 


WASHINGTON—Though the politi- 
cal “bigwigs” who must make the 
final decision are not in town, 
members of the Senate small 
business committee staff are 
anxious to go ahead with public 
hearings on _ problems’ which 
threaten profitable operation of the 
newspaper industry. 

Response to a circular letter to 
more than 12,000 da§%y and weekly 


|;newspapers has been sufficiently 


heavy, committee members say, to 

justify further inquiry into a num- 

ber of problems which were 
(Continued on Page 83) 


‘There'll Be Some Changes 
Made’ Is Capital Certainty 


API Launches 


$1,000,000 Public 
Relations Program 


Cuicaco—The American Petro- 
leum Institute in 1947 will spend 
up to $1,000,000 to launch a pub- 
lic relations program directed by 
Fred Eldean, New York public re- 
lations counsel. 

The long-range program will at- 
tempt next year to provide factual 


material to oil companies and 
“thought leaders’ and to bring 
companies in the industry into 


agreement on policy matters af- 
fecting employe and public rela- 
tions. No effort will be made in 
1947 to begin an industry adver- 
tising drive, although such a cam- 
paign may develop after the initial 
background work is completed. 

The API’s board of directors 
endorsed the program, proposed by 
a committee on public relations, 
at the institute’s 26th annual meet- 
ing, held at the Stevens Hotel 
Nov. 11-14. The program is largely 
based on results of a survey con- 
ducted this year by Opinion Re- 
search, Inc., Princeton, concerning 
public attitudes toward the in- 
dustry. Mr. Eldean has been en- 
gaged by API this year on a 
temporary basis. 


Little Understanding Shown 


Claud Robinson, president of 
Opinion Research, revealed that 
the survey showed surprisingly 
low interest or knowledge by the 
public of the oil industry. The 
140-page report on the survey, 

(Continued on Page 86) 


Last Minute News Flashes 


Foote, Cone Adds Walker's DeLuxe Account 


WALKERVILLE, ONT.—Hiram Walker, Inc. has appointed Foote, Cone 
& Belding to handle a new campaign to be launched shortly for Walk- 


er’s De Luxe straight bourbon, a six-year-old whisky which has not 
been advertised recently because of shortages. 


FC&B’s Chicago office, 


which already handles Hiram Walker’s Imperial blend, will also 


handle the De Luxe campaign. 


Marshall Field & Co. Places Color Ads in ‘Life’ 


CuIcaGo—Marshall Field & Co. will place three full-color spreads 
in the Nov. 25, Dec. 16 and 23 issues of Life in the store’s first national 


institutional magazine campaign. 


Cone & Belding is the agency. 


undisclosed. 


Heading for the first ad is “From 
sables to sandbuckets,’ emphasizing the store’s versatility. 


Foote, 


Wakeman Leaves Magnavox to Join Ekco 


CuIcAGO—Del Wakeman, advertising and sales promotion manager 
of Magnavox Corporation, Fort Wayne, Ind., has resigned to become 
advertising director of Ekco Products Company, Chicago. 
ceeds James N. Krohne, who has resigned to take a position as yet 


He suc- 


Superba Cravats Names Sweetser, Byrne 

RocuHestTer, N. Y.—Superba Cravats has placed its advertising with 
Sweetser, Byrne & Harrington, New York, effective Jan. 1. A $125,000 
program, mostly in magazines, will promote several new cravat de- 


signs. 


Waverly Promotes Steam-o-Matic Iron 


BRIDGEPORT, CONN.—Waverly Products will start a magazine drive 
for its Steam-o-Matic iron with a two-color page in the Nov. 30 Satur- 


day Evening Post. 
Jan. 1. 


Copy will be expanded to other magazines after 
Hicks & Greist, New York, is the agency. 


(Additional News Flashes on Page 87) 


Republican Victory 
Shifts Committee 
Lineup in Congress 


BY STANLEY E. COHEN 


WASHINGTON—This reporter long 
ago traded in his crystal ball for 
a bottle of beer at the National 
Press Club bar, so he makes no 
pretensions to being a_ prophet. 
But the Republican landslide of 
this week is sure to have impor- 
tant effects on government pro- 
grams and agencies with which 
business and advertising is most 
concerned, and here’s how the 
situation looks at the moment. It 
is, of course, subject to change 
without notice: 

In the old-line government 
agencies, pet plans that had been 
warmly cherished through the 
lean war years have been returned 
to the file cabinets —or rammed 
into the waste basket, for the word 
is out that John Taber, fierce, 
economy-minded upstate New 
Yorker, holds the purse strings in 
the House. 

It is Taber’s project to clip $10 
billion from government spend- 
ing. And his record shows that 
he won’t require any assistance to 
do it. 

Taber will make it hot for gov- 
ernment “information men.” Either 
they will become a rare breed, or 
they will go into hiding as “ad- 
ministrative assistants.” He has a 
mania against press releases. It’s 
been said that “‘he’ll beat the mim- 
eographs into plowshares.”’ 


Trouble for Commerce 


Unless W. Averell Harriman can 
hit it off with Mr. Taber, or make 
a lot of changes, there will be dark 
days ahead for the Department of 
Commerce, for its budget for for- 
eign and domestic commerce had 
already been slashed to bits by an 
anti-Wallace Democratic congress. 

Under Republicans Commerce 
was in its prime. Possibly Mr. 
Harriman will convince them that 
he is establishing a business-like 
administration, and that it is really 
impractical to cut his department 
any more. 

It looks as if the Census Bureau 
will be in for more trouble than 
ever. More than once in the past 
three years, Mr. Taber has crossed 
swords with Director J. C. Capt. 
He doesn’t think the bureau is 
well run. He objects to business 
censuses as a waste of money. 


And More for Census 


Census is still hoping to get 
funds for a 1947 census of busi- 


Want Reprints? 


There have been so many 
requests for reprints of the 
advertising costs chart and 
story which appeared in Ad- 
vertising Age last week that 
we are arranging to repro- 
duce the material in a folder. 
Send your order in now for 
the quantity you want at five 
cents each. 
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ness and manufactures, but as if 
Taber isn’t trouble enough, it must 
first get the new basic enabling 
authority out of the census com- 
mittee, to be headed by hostile J. 
Roland Knizer of Pennsylvania. 
Lucky for the Federal Trade 
Commission that its spokesman 
these days is Republican Lowell 
Mason, whose trade practice con- 
: ference technique is respected by 
4 leaders of both parties. Despite 
Mr. Mason, FTC may be trimmed 
of any powers that overlap the 
Food and Drug Administration. 
Regular FTC advertising prosecu- 
tions will probably proceed on 
schedule. 

More than one Republican con- 
gressman will be interested in 
knowing why prominent Demo- 
crats have obtained choice radio 

a licenses from the FCC. There will 
‘ be investigations of FCC licensing 
procedures. Possibly the “blue 
book” will be criticized, but there 
is no indication that it will be 
legislated out of the way. 

It will be open season on War 
Assets Administration. With in- 
fluential member Clarence Brown 


| predicting that each House session 


will “open with a prayer and close 
with a probe,” Republicans will 
pry into the disposal agency, the 
OPA, the CPA, and others already 
forgotten. 


There'll Be Investigations 


Henry Kaiser, Andrew J. Hig- 
gins, Edward Pauley: and other 
favored New Deal industrialists 
will spend plenty of time testify- 
ing before investigators. Wilson 
Wyatt’s Housing Program, if not 
already gone, will have a tough 
fight. Its antics in writing guar- 
anteed market contracts, like other 
financial commitments of the Mari- 
time Commission, RFC and other 
federal corporations, will come in 
for fine tooth study. 

Shortly after Congress reas- 
sembles, Federal Reserve will 
probably be ordered, if it has not 
already done so, to suspend re- 
strictions over consumer credit. 
Rep. Jesse Wolcott of Michigan, 
who becomes chairman of the 
powerful banking and currency 
committee, is a confirmed foe of 
regulation curbing instalment 


buying. 

Within Congress itself, proposed 
labor legislation will range from 
some rather innocuous amend- 
ments to the Wagner Act, spon- 
sored by the National Labor Re- 
lations Board itself, to the Ball 
bill outlawing the closed shop. 
Since the Pittsburgh power strike 
some industry groups have agreed 
to compulsory arbitration in ‘“pub- 
lic interest” industries. Others, 
as well as most labor groups, re- 
main strongly opposed. Repub- 
licans are not expected to offend 
labor by enacting bills which 
would destroy unions. 


Taxes a Problem 


When tax legislation is up, Re- 
publicans will favor repeal of ex- 
cise taxes on luxury items, drugs, 
etc.. and may eventually try to 
tax capital gains of cooperatives 
on a basis similar to capital gains 
taxes on private corporations. 

Traditionally, anti-trust pros- 
ecutions slump under Republican 
leadership. Shortly after the first 
of the year, the administration 
may try to concentrate this work 
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in the Justice Department. Resig- 
nation of Wendell Berge would in- 
dicate that political forces have 
intervened in anti-trust policies. 

On the hill there will be pres- 
sure for anti-trust exemptions for 
railroad rate making, and for in- 
surance companies. Rep. Noah 
Mason may revive his bill granting 
anti-trust exemption to news serv- 
ices, in effect nullifying the Su- 
preme Court decision against the 
Associated Press. 

As chairman of the House ways 
and means committee, Rep. Harold 
Knutson (Minn.), will be a thorn 
to his Republican colleagues as 
well as to the Treasury Depart- 
ment. His tax reduction plans may 
have to be pared down unless the 
federal budget is to go badly out 
of balance. 


Agriculture Sitting Pretty 


Whatever he does can be 
checked on the Senate side, how- 
ever, where realistic Robert Taft 
will head the finance committee. 
Recognizing that most reductions 
will have to come out of Army and 
Navy budgets, Senators talk of 


Issues 


January 


“Latin America’s 
Industrial Show-in-Print”’ 


ET STOR ARMIES A RARE ARLE! 
January 1947 
Annual Review Issue of 
INGENIERIA 
INTERNACIONAL 
CONSTRUCCION 


‘Latin America’s 
Construction Show-in-Print”’ 


January 1947 
A. S. I. Show Report 


of 


THE AMERICAN AUTOMOBILE 


(Overseas Edition) 


and 


EL AUTOMOVIL AMERICANO 


January 1947 
Annual Review Issue of 
INGENIERIA 
INTERNACIONAL 
INDUSTRIA 


December fst... . 


Is the day we close the advertising forms on the January 
1947 Annual Review Issues of these B.P.I.C. Specialized 
Export Magazines. 


Sales, Advertising and Export Executives in 885 companies 


are planning to start off their 1947 Export Advertising Pro- 


grams with advertisements in these January Feature Editions. 


These advertisers and their agencies (more than 400 


of them) are utilizing these magazines and the services 


BUSINESS PUBLISHERS 


available to secure specialized coverage and sales develop- 
ment help in reaching the Overseas Automotive Trade, Latin 
American Industry, the Latin American Construction Field 
and the Latin American Drug Trade. 


For concentrated coverage of overseas buying power, 
manufacturers and agencies who have studied their markets 
and know, say ... . "The B.P.I.C. Specialized Export 
Magazines come first for basic export coverage." 


INTERNATIONAL CORP. 


New York, Philadelphia, Boston, Cleveland, Chicago, St. Louis, Detroit, San 


1947 


Annual Review-Forecast 
Issue of 


EL FARMACEUTICO 


Containing the Annual 
Directory of Latin American 
Sales Representatives 


Francisco, Los Angeles, 


Atlanta, Washington, 
Rio de Janeiro 


Buenos Aires, 


Mexico City, 


saving $20 billion in two years: a 
possibility because of the number 
of non-recurring items in this 
year’s budget. 

Unless he refuses it, the inter- 
state commerce committee chair- 
manship on the Senate side falls 
to Wallace White, who as a mem- 
ber of the House back in the days 
when the Republicans once before 
had a majority, was the author of 
the original Communications Act 
setting up the FCC. Rep. Charles 
Wolverton (New Jersey), a seri- 
ous, hard working member, heads 
the companion committee in the 
House. 

sen. Arthur Capper and Rep. 
Clifford Hope, both good friends of 
the Agriculture Department, head 
agriculture committees of the re- 
spective houses and presumably 
will resist any attempt to pare ac- 
tivities of this department. 


Frenkel Named 
‘PM’ Ad Manager 


New YorK—Marshall Field’s no- 
longer-adless newspaper PM (AA, 
Nov. 11) last week chose an ad- 
vertising man- 
ager from the 
ranks of the 
Field organiza- 
tion. He is Louis 
“Tex” Frenkel, 
who for the past 
six years has 
been with the 
Field Enterprises 
in development 


of the Chicago ~ 


Sun and Station 
WJJD, Chicago. 
Earlier Mr. Frenkel served in 
the advertising departments of 
Hearst newspapers in several 
cities, including New York. 
Lowell L. Leake, PM’s business 
manager, said Mr. Frenkel will 
announce staff personnel later. 


Run Extra Razor, Pen Ads 


Eversharp, Inc., Chicago, and 
Magazine Repeating Razor Com- 
pany, New York, have scheduled 
a campaign for this month and 
December tod promote an engraved 
gold razor and the CA writing 
instrument. Full pages in four 
colors will be used in Collier’s, 
The American Weekly, The Sat- 
urday Evening Post and This Week 
Magazine for the gold razor. News- 
papers from coast to coast will be 
used for the CA writing instru- 
ments. This program will supple- 
ment the company’s regular news- 
paper, magazine and radio bud- 
gets. Biow Company, New York, 
is the agency. 


Slacks Maker Appoints 


S. Simpson Ltd., London tailor- 
ing organization, has appointed 
Zlowe Company, New York, to re- 
introduce Daks, patented slacks, 
throughout the United States. A 
national magazine campaign will 
be supplemented by local news- 
paper insertions. 


"Tex" Frenkel 


Paper is scarce and valuable 
. .. avoid hoarding and waste 


uae 
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AT LEADING PAPER MERCHANTS | 


THE MARTIN CANTINE COMPANY 
— SAUGERTIES, N. Y. 
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“For the best series of articles published during 
the twelve months ending July 31, 1946”... the 
publishers of DOMESTIC ENGINEERING have 
once again received high honors in the annual 
editorial competition conducted by Industrial 
Marketing. 

Recognition for another of its many outstanding 
accomplishments has thus come once more to an 
organization which has been consistent in the win- 
ning of these awards. 1939, 1942, 1943, 1944, 1945 
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“BILLIONS FOR SAFE 
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Fast and Efficient <a 
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..» DOMESTIC ENGINEERING RECEIVES | 
AWARD FOR EDITORIAL EXCELLENCE 


a winner 


» Editorial AMekhicremeit N\ 


1945 


Award of Merit to 


T[ Bones Cngisorng 


F . 
or the best series of articles, or editorials 


pie during the twelve months 
en July ; 5 i 

| Me eee 

| annual competition 


A. é 


FUR EDITORIAL ACHIEVEMENT 
1946 
AWARD UF MERIT TH | 


Domestic Engineering 


For the best series of articles 
published during the twelve months | 
ending July 31, 1916 in the 


ninth annual competition 


4 | 


INDUSTRIAL MARKETING 


| 


poo 


and now 1946! Six times these highly coveted 
honors have been accorded DOMESTIC ENGI- 
NEERING in acknowledgment of the continuing 
excellence of its editorial achievements. Five of 
these awards have been received consecutively over 
the past five years, each in keen competition with 
hundreds of the nation’s leading business papers. 


During its fifty-seven years of continuous pub- 


lishing experience the DOMESTIC ENGINEER- 


—\ 


LYIOMA 
PUBLICATIONS 


1900 PRAIRIE AVENUE 
CHICAGO 


___| 1946 


ING organization has similarly demonstrated to 
the industries it serves, as well as to the nation as 
a whole, the high standard of its editorial accom- 
plishments. The accumulated high honors symbol- 
ized in the long series of awards pictured above 
not only offer further evidence of the superiority 
of its past services, but represent a goal toward 
which the collective efforts of this organization 


will continue to strive in the future. 


WNeoung 


16, ILLINOIS 
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‘N. Y. Daily News’ 
Claims FCC Press 
Threat in FM Row 


WASHINGTON—The New York 
Daily News, continuing its fight 
for an FM permit in New York 
City, this week challenged the 
Federal Communications Commis- 
sion’s right to issue radio licenses 
contingent on the commission’s 
approval or disapproval of a news- 


paper’s content. 

Asserting that “no greater threat 
to freedom of the press has been 
made in recent years,” the News 
asked the FCC to strike from the 
record testimony of the American 
Jewish Congress that the paper 
had shown hostility to Jews and 
other minority groups. 

If the FCC could inspect news- 
paper content, the News warned 
that “censorship and abridgement 
of liberty of expression will ex- 
tend to the whole field of publica- 


tions, educational and religious in- 
stitutions, to labor unions, to 
moving picture concerns, and in- 
deed, to all persons and corpo- 
rations who have had occasion, 
orally, in print or otherwise, to 
publish opinions or facts of which 
the commission disapproves.” 
The News denied that it had 
evidenced hostility to, or bias 
against any minority group. It 
said that 19 items selected by the 
American Jewish Congress over an 
eight-year period amount to offer- 
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ing “a batch of truncated quota- 
tions, out of context and without 
the background of current events.” 


—— 


Brand & Millen to Tandy 


Brand & Millen, Ltd. Long 
Branch, Ont., new Canadian radio 
manufacturer, has appointed Tan- 
dy Advertising Agency, Toronto, 
to handle its account. Products 
of the company are Astra radio, 
Astra electronic players and 
Astralite, a portable battery-oper- 


ated light. 


Finduct Vite 


in the Specialized Business 


Papers Devoted to the Specific Groups of 


Railway Buyers who represent YOUR market 


Railway Age Mech allway 
Railway . 
Executives, Mechanical 
Operating Department 
and Traffic Officers and 
Officers, Staffs 
Purchasing (responsible for 
Officers, con qucasee> ome. 
Department shepe ana shop 
Heads equipment) 


(responsible for 
roadway, track, 
bridges, buildings, 
water supply facili- 
ties and other fixed 
properties) 


ra e ° e 
, 4 Railway Signaling 
Signal and 
Engineering and Communi- 
Maintenance cations 
Officers and Officers and 
Staffs Staffs 


(responsible for 
signaling and com- 
munications facili- 
ties) 


F your products have a part in railroading, you have a business stake in painting your product 
picture to the particular groups who authorize, specify, buy and use the products you make. 
Who are these groups? Four major divisions of buying influence are outlined in the illustration above. 


Logically, the most effective type of selling to these groups speaks in terms of their specialized inter- 
ests...and contributes substantially to the solution of their specific problems. The four Simmons- 
Boardman railway publications enable you to do this type of specialized selling without waste. One 
or more of them are keyed editorially to the specific groups of railway men you want to reach. 


Against an editorial background of research and industrial reporting which is constantly carried on 
by more than 25 editors who gather, sift and disseminate the information that railway men want, 
these publications function as far reaching channels of news and engineering ‘“‘know-how”’ keyed to 


a particular audience. 


That is why, in the first ten months of 1946, manufacturers used some 5,402 pages of advertising in 
Railway Age, Railway Mechanical Engineer, Railway Engineering and Maintenance and Railway 
Signaling to reach the specific groups of railway buyers who represent their market. 


Simmons-Boardman Publishing Corporation 


30 Church Street, New York 7 


Terminal Tower, Cleveland 13 
530 W. 6th St., Los Angeles 14 


bs 


1038 Henry Bldg., 


Washington 4, D. C. 


105 West Adams Street, Chicao 3 


Seattle 1 


300 Montgomery St., San Francisco 4 
2909 Maple Ave., Dallas 4, Tex. 
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Bing's Hooper 
Sags to 12; Show 
Quality Blamed 


New YorK—As feared in some 
quarters, hoped for in others, and 
predicted by both, the Hooperating 
of Bing Crosby’s highly touted, 
highly controversial, transcribed 
Philco show (ABC, Wednesday 9 
or 10 p.m.) has taken a nosedive. 

Given a high-powered publicity 
buildup, the premiere last Oct. 16 
clocked a 24.0 rating (AA, Oct. 
14 and 21). By the fourth broad- 
cast, Nov. 6, the rating had 
dropped dizzily to 12.2. 

No. one was particularly sur- 
prised when the debut drew a 24, 
planting it among the top Hoopers. 
Interest in the opener was high 
pitched, and the show itself 
seemed to meet all expectations. 

But radio circles also were not 
very surprised when the rating 
plummeted, partly because listen- 
ing was expected to level off 
somewhat, but mainly because the 
quality of the program was found 
to have slumped decidedly fol- 
lowing Crosby’s tee-off with side- 
kick Bob Hope as guest star. 


May Change ‘Pot o’ Gold’ 


Word got around also that ABC 
officials were not at all sure that 
the Tums “Pot o’ Gold” show, in 
the half-hour preceding Crosby, 
was helping line up listeners for 
Bing’s stanza, as had been ex- 
pected. One report, in fact, has 
a new program, “Con Man” 
starring Charles Coburn, being 
considered for the “Pot o’ Gold” 
spot, but network sources won’t 
confirm this. 

Very few blame the Crosby 
nosedive on the fact that the show 
is transcribed. But there is little 
doubt in anyone’s mind that the 
show’s toboganning Hooper 
brought relief and happiness to 
CBS and NBC anti-transcription 
forces. 

Last week Crosby was reported 
in a huddle with sponsor and 
agency (Hutchins Advertising) 
representatives in Hollywood seek- 
ing ways to bolster the sagging 
rating. Bing’s contract with 
Philco calls for him to revert to 
live broadcasts, or either party 
may cancel the deal, if the rating 
slips under 12. 

Meantime, ABC was spurring 
Crosby promotion anew. In what 
is believed to be the first time a 
major network has employed its 
cue for promotion purposes, the 
net instructed its announeers to 
say, ‘Remember, Bing’s back on 
ABC—the American Broadcasting 
Company.” 


E. J. Heimer Resigns 


E. J. Heimer, president and gen- 
eral sales manager of Barrett- 
Cravens Company, Chicago, 
maker of material handling equip- 
ment, has resigned effective Feb. 
1, 1947, when he plans to go to 
California. No successor has 
been named. Mr. Heimer told AA 
that he will participate in the Na- 
tional Material Handling Show, 
Jan. 14-17. 
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odern Industry 


Stahf- Researched Pictorial S tah - - Whitten 


With ample format for the best in industrial journalism 


. 
raeraatatatata'a'ata’stetetetetetatatetetetatetatatatetetatetatatetetsesecesssecesene 


FOR ALL MANAGEMENT MEN CONCERNED WITH MAKING AND MARKETING BETTER PRODUCTS AT LOWER COST 


EXCLUSIVE... 


that’s a characteristic, too 


STAFF EDITORS have the single pur- ‘a 


What's Happened to Worker Productivity? 

HMM Present productivity compared with prewar 

Wartime productivity compared with prewar 
—— 


[_] Present productivity compared with wartime 


pose of serving the reader. To be success- 
ful at their jobs they must be objective 
and unprejudiced in their work. And the 
result of each editor’s work is an “exclu- 
sive’—meaning that his unsigned (staff- 
written) article appears exclusively for 
the benefit of Modern Industry's indus- 
trial management reading audience . . . 


20 


40 


up 


and in its original, objective form appears 
no where else. Staff-research and _ staff- 
writing produce exclusives! 

For instance: What’s happening to pro- 
ductivity, is the most up-to-date national 
report on labor supply, productivity and 
union demands. 

This timely survey (see MI 21, 15, 46 

p. 49) is a fine example of the Modern 
i edi-pictorial technic for opening 
a management man’s eyes in order to open 


20 


PERCENTAGE OF COMPANIES REPORTING 


40 


60 


his mind. More than 55,000 management 
men at all levels, in the top 31,500 manu- 
facturing plants want to know the na- 


tional picture‘on productivity. And this ai 


— 


DOWN 


ONILYOdY SIINVdWOD JO 3ODVINIDYId 


objective account, is just one of the issue’s 
many staff-written articles that power 
management men — at all levels — with 


workers 


Under 50 


50 to 100 
workers 


100 to 250 


workers workers 


250 to 500 


over 1,000 
workers 


500 to 1,000 
workers 


fresh perspective. 


What Management Thinks Unions 
Will Demand Next 


EACH BAR represents 100% 
companies finding that productivity i is up. 


IN PERCENT 


Annual wage 
Absenteeism 


Shorter hours 


Better working 
conditions 


reakdown of 


Employee 
Relations 


Profit-sharing 


0 10% 20% 30% 


MANAGEMENT THINKS higher wages, 
tighter seniority clauses, and the annual 
wage are to be the next battlegrounds of 0 5 
labor-management negotiations. 


oor worker morale 


Raw-material shortages 


Union leadership 


arts shortages 


Employee fatigus 


Bad supervision 


ailure of management fe win' loyalty 


discipline 


10 13 20 25 


More management 
™ men... largest US. 
© coverage (at all influ- 
ential levels) of any 


More plants. . 
reaches more than 
31,500 U.S. plants 


making 89% of manu- 


factured products. Blankets 
all industries with more than 
55,000 copies every month. 


More area per page 

like Texas, 

Modern Industry 

gives more space— 

40° more than usual busi- 

ness publications. Now—pre- 
sent your facts pictorially. 


Modern Industry published by MAGAZINES OF INDUSTRY, INC. 347 Madison Ave., N. Y. 17 ADVERTISING OFFICES: NEW YORK 17: 347 MADISON AVENUE 
PHILADELPHIA 2: 220 S. 16TH ST.» 
10S ANGELES 5: 684 S. LA FAYETTE PARK PLACE 


CHICAGO 6: 20 N. WACKER DRIVE » 


CLEVELAND 14: 
ATLANTA 3: 


magazine specifically edited 
for — and directed to — all 
manufacturing industries. 


More visibility ...no 
solid advertising sec- 
tions to reduce sales 
chances for your ad. 
Every ad placed next or close, 
to editoria! material. This de- 
livers the full reader traffic. 


1722 RHODFS-HAVERTY BLDG, » 


513 UNION COMMERCE BLDG. » 


More reliable edi- 
torial material .. . 
unbiased, objective 
staff-written articles, 
triple-checked foraccuracy be- 
fore printing, avoid the slant- 
ing of contributed material. 


More response . . 
again and again, ads 
produce inquiries 
from 50-366% lower 
cost than same keyed ads in 
magazines with 3-20 times 
greater circulation. 


Why Productivity 


“te ]) Is Down 


Ils Up [ee 


Positive actions by manage- 
ment are chiefly responsible 
for increased worker pro- 


ductivity. 


New methods. and new 
machines is a more impor- 
tant factor in increased pro- 
ductivity in small plants. 


Better worker morale 


plants. 


More pictorial jour- 

nolism .. . picture- 

~ caption stories best 

liked by all readers. 

Nearly all articles use this 

interest-holding technic for 
sharper presentation. 


NS “4, More prestige .. . in- 
- fluential audience — 
Seen of editorial 
Furs character, pictorial 


atmosphere, impressive di- 
mensions .. . the stage is dra- 
matically set for advertisers. 


is 
a leading factor in larger 


SAN FRANCISCO 4; 68 POST ST. 


of the reporting companies. All bars above the horizontal black line show percent of 
. and the picture is getting better. 


(See MI 11/15/46 p. 49) 


IN PERCENT 


Improved methods 


Wage incentives 


Better working morale 


New mgghines . 
L 


Material-handling equipment 


implified design of product 


ime-and-motion study | 
5 10 15 20 25 


Tear sheets of any of these articles from the 
November 15th issue sent on request. 

(] Attention-grabbers that clinch those 
sales 
Point-of-purchase displays have upped 
sales as much as 3,000%;,. See what vives 
a display that extra zing. 


What's happening to productivity 
Survey of large and small factories, coast- 


to-coast, charts nation’s labor supply; 
union demands. It’s a scoop story. 


Modern managing lifts sales 300% 
‘Techniques that rung cash registers in 
three types of business were switched to 
an entirely different line! 
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Agency Previews 
Client’s Ad Copy 
on Video Series 


New YorK—The Hirshon-Gar- 
field Advertising Agency has 
jumped into television, “not for 
a trial run, but to stay,” by sign- 
ing with American Broadcasting 
Company for a series of seven 
weekly half-hour video shows 
which clients of the agency will 
take turns sponsoring. 

The series, titled “Badminton 
by Video,” and featuring exhibi- 
tion games by top-ranking ama- 
teur badminton players, made its 
debut last Thursday on DuMont’s 
WABD, the ABC television outlet 
here, under sponsorship of Natura 


Yarn Fabrics. 

Tais company, according to the 
agency, has since 1939 been de- 
veloping a system of biending 
precious furs with wool and rayon. 
New fabrics have been perfected 
and were given their first public 
showing during the five-minute, 
middle-break commercial of the 
Natura-sponsored program. 


Previews Ad Series 


The commercial also was em- 
ployed to give the television audi- 
ence a preview of Hirshon-Gar- 
field’s advertising campaign for 
Natura, including ads which will 
appear in newspapers and maga- 
zines next spring. 

One angle of the series, in fact, 
is to preview steps by which an 
advertising agency prepares a 


campaign for a client. The tele- 


casts are being prepared under the 
direction of Sidney Garfield of 
ihe agency, with Walter Green in 
charge of copy for Natura. Rich- 
ard Goggin is directing for ABC. 

“We’re encouraging our Clients 
to get into television because 
many of their products have to be 
sold visually,” said Mr. Garfield. 
“Although this is our first expe- 
rience with the medium, we’re not 
just making a trial run. We’re in 
television to stay.” 

The agency hes an option to 
renew the series for seven addi- 
tional weeks if it desires. 


Paint Co. Names Ellis 


Rainbow Paints, Buffalo, has ap- 
pointed JEllis Advertising Com- 
pany, Buffalo, to direct its adver- 
tising. 


jit athe 
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ITU Intra-Union 
Squabble Delays. 
D.C. Settlement 


WaASHINGTON—Negotiations for a 
wage contract for commercial 
printers here were at a standstill 
this week after Jesse B. Mabeck 
president of Columbia Typograph- 
ical Union Local 101, moved to 
force ITU out of the conferences. 

Rivalry between Mr. Mabeck 
and Elmer Brown, ITU’s second 
vice-president, came to light last 
month (AA, Oct. 21) when the 
local, at its president’s bidding, 


How are you at kissing babies? 


Care to try your kissing technique on a 
year’s crop of 38,899? (Last count — in- 
creasing at the rate of 106 babies per day.) 


Or would you prefer an easier way of in- 
fluencing, commercially speaking, the 
mothers, fathers, aunts, cousins, etc., in 


Philadelphia, the third largest city in 


the nation. 


We feel pretty confident about saying the 
easiest way to get acquainted with the 


people in Philadelphia is via advertising 
in The Evening Bulletin. The Bulletin is 
read daily by 4 out of 5 Philadelphia 
families. It goes home in this city of homes 
— has the largest evening circulation of any 
newspaper in America, 


In Philadelphia — nearly everybody reads 


THE BULLETIN 


turned down a_ $1.87-per-hour 
settlement suggested by Mr. 


*| Brown. 


At a special meeting last week- 
end, the local again rejected the 
ITU proposal, It then withdrew its 
request for permission to strike, 
the act which had _ originally 
brought ITU into the discussions. 

Immediately the ITU vice-presi- 
dent “directed” officers and mem- 
bers of the local to “refrain from 
any nuisance acts” which would 
cause stoppages in commercial 
shops. Mr. Mabeck questioned 
this directive’s validity, on the 
ground Mr. Brown acted without 
the ITU’s authority. 

Mr. Brown’s suggested settle- 
ment provides for $1.87, $2 and 
$2.09 for three shifts, compared 
with $1.53, $1.66 and $1.75 under 
the expired contract. The local 
wants $2, $2.14 and $2.29. News- 
paper publishers and the local 
have agreed to a 20% pay in- 
crease, bringing wages of typo- 
graphical employes to $2.20, $2.34 
and $2.49 (AA, Nov. 11). 


ROCHESTER PAPERS 

HIT BY ITU STRIKE 
RocHESTER—A strike by typo- 

iraphical union employes of two 

Frank Gannett dailies here, the 

Democrat & Chronicle and Times- 


Union, has kept the two papers 
| closed down since last weekend. 


The union seeks a pay in-rease 
bringing weekly wages to $80 for 
a 37%-hour day shift and $88 for 
night work. They have refused a 
management offer of $70 and $75 
or, alternately, $74 and $79 pro- 
viding the union members waive 
future sharing in company profits. 

The’ strike against Gannett 
newspapers threatens to spread to 
sther cities. The Binghamton, 
N. Y., local has asked the ITU 
council for permission to strike 
for similar wage increases. The 
strike, if it occurs, will involve 
the Binghamton Press, a Gannett 
paper, and the Sun, the first 
paper outside the Gannett group 
to be threatened by the dispute. 


‘HERALD-EXPRESS,’ 
GUILD OKAY FORMULA 

Los ANGELES—The Los Angeles 
Herald-Express, evening Hearst 
newspaper strikebound since Sept. 
4, has resumed publication, fol- 
lowing agreement by members of 
the local chapter of the American. 
Newspaper Guild to certain mini- 
mum increases in wages and later 
settlement of other union demands. 

Guild members: agreed to re- 
turn to work as management of- 
fered to grant new wage rates 
scaling up to $80 a week and to 
continue negotiations until a final 
settlement is reached. The union 
has asked a “top minimum” of 
$100 weekly. 


PHILADELPHIA AND 
CAMDEN PAPERS HIT 


PHILADELPHIA 
phia Record and Camden Courier- 
Post editorial and commercial em- 
ployes last week continued their 
strike against the papers begun 
Nov. 7, but both papers, published 
by J. David Stern, continued pub- 
lication. 

The striking employes, members 
of the American Newspaper Guild, 
seek wage increases bringing rates 
up to $100 a week. The news- 
papers’ executives, filling posts 
held by guild members, said they 
believe they can continue publish- 
ing. 


Mirzak Adds 2 Directors 


Ethel W. Maclean, vice-presi- 
dent in charge of Musak Corpora- 
tion operations in New York, and 
Charles C. Cowley, vice-president 
of the firm’s national franchise op- 
erations, have been elected to 
Muzak’s board of directors. 


VThite Labs Roosts Hart 


Gifford R. Hart, with White 
Laboratories, Inc., Newark, since 
1934, has been appointed vice- 
president in charge of advertising. 
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Marriage indeed is a wonderful state, 
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Kent Luggage to.Cohan 


Kent Luggage, Inc., New York, 
has appointed Arnold Cohan Cor- 
poration of the same city to han- 
dle forthcoming newspaper and 
class magazine advertising. 


Names Arnold Andrews 


United Broadcasting Service, 
Milwaukee, producer of radio 
transcriptions, has appointed 
Arnold Andrews Agency, Milwau- 
kee, as national representative. 


BIGGER AND BETTER! 


@ Our new location, with triple the floor 
space, greatly improves the facilities for 
our highly specialized clipping service. 
Manufacturers, agencies, associations and 
publishers are using this service to collect 
editorial publicity, to make research and 
market studies, to maintain competitive 
advertising files and sales 
prospects. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


to develop 


BACON’S CLIPPING BUREAU 


N FARM GENERAL 
314 So. Federal St., Chicago 4 


WAA Set to Sell 
with Network of 
28 Ad Agencies 


WASHINGTON—With the comple- 
jtion of a program decentralizing 
|its advertising organization, War 
Assets Administration now has 28 
agencies authorized to prepare and 
place copy for various phases of 
the surplus property disposal pro- 
gram. 

Formation of a network of local 
agencies to service WAA’s 33.re- 
gional offices was undertaken 
about six weeks ago, at the sug- 
gestion of Fuller & Smith & Ross, 
which recognized the need for on- 
the-spot service as regional offices 
intensified their newspaper and 
other activity (AA, Sept. 23). 

Under the new arrangement, an- 
nounced by Northrup Clarey, dep- 
uty administrator for advertising 


and information, national adver- 
tising programs for real property, 
aircraft, consumer and _ capital 
goods, as well as policy and in- 
stitutional copy, will continue to 
be handled, as during the past 
two years, by F&S&R. 

The agency will also serve WAA 
regional offices in two important 
areas—Cleveland and Chicago. 


Kudner Gets New York 


On the other hand it loses New 
York, probably the largest region, 
to Kudner Agency. It relinquishes 
Detroit to MacManus, John & 
Adams and Richmond to Adver- 
tising Incorporated. 

All of the seven agencies re- 
tained by F&S&R earlier this year 
to assist with the account remain 
in the picture, but under direct 
contract with respective regional 


headquarters rather than sub- 
contractors. 
The McCarty Company is to 


serve Los Angeles, San Francisco, 
Seattle, Dallas, San Antonio and 
Helena. Others retained are Allen 
|& Reynolds, Omaha; Bruce B. 
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Brewer & Co., Kansas City; Con- 
nor Advertising Agency, Denver; 
D’Arcy Advertising, St. Louis; 
Knox Reeves, Advertising, Minne- 
apolis, and Little, Neal & Battle, 
Atlanta. 


Others Appointed 


Additional agencies retained 
are: Birmingham—Silver & Douce 
Company; Boston—Chambers & 
Wiswell; Charlotte—Killroy, Hague 
& Atkins; Cincinnati—Rowe & 
Wyman Company; Fort Worth— 
Ray K. Glenn-Advertising; Hous- 
ton — Wilhelm-Laughlin-Wilson & 
Associates; Jacksonville— New - 
man, Lynde & Associates; Little 
Rock—Robert H. Brooks Com- 
pany; Louisville—Farson & Huff; 
Nashville—Doyne Advertising 
Agency; New Orleans—Bauerlein; 
Philadelphia—Al Paul Lefton 
Company; Portland—Botsford, 
Constantine & Gardner; Salt Lake 
City—Gillham Advertising Agency; 
Spokane — Syverson-Kelley Inc.; 
Tulsa—Watts, Payne-Advertising. 

In addition to the regional setup, 
agencies have been retained by 
two outside sales organizations 
under contraci to hold site sales 
for WAA. . 

In New York, Walsh Construc- 
tion Company is placing copy 
through J. M. Mathes, Inc. (AA, 
Nov. 11), and in Salt Lake City 
the George Fuller Construction 
Company is using The McCarthy 
Company, Gillham Advertising 
Agency and R. T. Harris Adver- 
tising Agency. 


White Motor Ads 
Announce Study 


White Motor Company, Cleve- 
land, this week released copy an- 
nouncing a study of distribution 
efficiency in all major truck-using 
industries. Copy appeared in New 
York in the Herald Tribune and 
Times, and the company is re- 
ported planning to spread it to 
most of its 48 branch cities. D’Arcy 
Advertising Company is the 
agency. 


Squibb Plans 
Shift in Agencies; 
BBDO Gets More 


New YorK—E.. R. Squibb & 
Sons, pharmaceutical house,~ will 
announce soon important changes 
in its $3,000,000-a-year advertis- 
ing agency setup, with Batten, 
Barton, Durstine & Osborn the 
chief beneficiary. 

Already handling a $350,000-a- 
year campaign for tooth brushes, 
BBDO will add Squibb dental 
cream. The company’s institutional 
account, for which its present and 
other agencies have been bidding, 
is still open, AA was told. 

Squibb tooth brush and dental 
cream advertising will be com- 
bined. 

The $1,400,000 “Academy Award 
Theater,” broadcast on CBS 
Wednesday nights through Geyer, 
Cornell & Newell, will be dropped 
Dec. 18. This program has been 
concerned with both institutional 
and tooth brush promotion. 
Squibb’s last institutional maga- 
zine series was suspended in mid- 
1945. 

William Douglas McAdams will 
continue to handle Squibb’s cod 
liver oil, which has been running 


about $200,000 annually. The 
McAdams agency also handles 
professional direct mail and 


sampling which, with point of 
purchase, account for a consider- 
able part of the total budget. 
An institutional campaign in 
magazines will be run in 1947. 


Appoints Florez 

Florez, Inc., Detroit, has been 
appointed by National Warm Air 
Heating & Air Conditioning Asso- 
ciation to prepare a complete 
dealer training program. The 
training will take the form of in- 
door comfort conferences to be 
presented to heating dealers in 
major cities throughout the coun- 
try during the coming year. 
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TH E " PAY- 0 FF sunpay PUNCH 


‘Fears the punch that makes champions. That’s the only 
punch that counts — the one that pays off. 


FIRST 3 Markets Group delivers that kind of Sunday Punch — the one that 
pays off — in a rich market of 12 million families who account for 40% of the 
country’s retail sales and 42% of the food sales. 


FIRST 3 delivers a strong influential coverage in this market. In 494 cities and 
towns with 5 ¥2 million families FIRST 3 delivers an average coverage of 71 % 
and not less than 50%. In 1110 more cities and towns with another 214 
million families FIRST 3 has an average coverage of 22%. 


In the three metropolitan areas of New York, Chicago and Philadelphia, 
FIRST 3 has an average concentrated coverage of 67%. 


FIRST 3 has everything you need to deliver a PAY-OFF Sunday Punch — the 
New Magazine and Picture-Roto Combination and the Regular All Picture- 
Roto Group — sections loaded with Editorial and Picture content presented 
with the impact of superior rotogravure and colorgravure reproduction. 


Every Sunday FIRST 3 delivers a Pay-Off Sunday Punch with a circulation 
of OVER 7,200,000 


To pay off in this rich area 


YOUR FIRST BUY is FIRST 3 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retagravune + Colorgravinre 
Picture Sections + Magazine Sections 


THE GROUP WITH THE 
SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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10 
Offers New Ad Medium 


Picture Recording Company, 
Chicago, has introduced a new 
automatic slide Solarbrite pro-| 
jector called “Living Billboard,” | 
which projects sales messages in| 
full color, with as many as 16 dif- | 
ferent messages changing in se-| 
quences every six seconds and 
visible at a half mile. The pro- 
jector can be used on outdoor 
posters, buildings, at exhibits and 
for rear projection use in windows. 


Admen and Artists 


Here's a new and better natural 
rubber cement for frisket paper and 
general use. Non-sticky and quick- 
drying. Product of 30 years’ experi- 
ence. $4.50 galion. Free sample on 
request. 


Ask about our chemical cleaner for 
glossy photos. Just wipe off the 
grease. Won't damage print. $1.00 
one-half pint. 


THE ZEBRA COMPANY 
835 First-Central Tower, Akron, Ohio 


Argentine Study 


Highlights Quirks 
of Latin America 


New YorkK—Field work on the 
first exhaustive consumer study 
of a Latin American market has 
almost been completed in Buenos 
Aires (AA, Aug. 5) and Harold 
Mooney, in charge of the task, 
started for the U. S. Nov. 8, ac- 
cording to G. Allen Reeder, chair- 
man of the research committee of 
the Export Advertising Associa- 
tion. The study is being made 
under auspices of the association. 

Initial reports from Mr. Mooney 
showed that, as he put it, there 
is “an absolute necessity of local 
direction of all such market re- 
search jobs”; otherwise they are 
foredoomed to failure. Sidelights 
from his reports reveal the dif- 
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ferences between Argentine and 
U. S. customs which make the 
market research job more diffi- 
cult. 

He found that one question had 
to be eliminated because “unlike 
our people in Estados Unidos, 
neither workers nor respondents 
can fathom” the meaning of: “Out- 
side of the family, whose opinion 
or advice do you especially value 
or follow in the selection of food, 
drug, personal apparel, household 
goods, home appliances?” 


Male Sample Dropped 


Mr. Mooney also found that a 
male sample was inadvisable for 
a consumer study in Buenos Aires. 
“Unlike our families,” he wrote 
to Everett Smith, Macfadden 
Publications research director who 
is supervising the study, “the Ar- 
gentine man seems to be com- 
pletely ignorant of household af- 
fairs’ and questioning men alone 
resulted in incomplete returns. 

The questionnaire form, which 
originally provided for a listing of 
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five persons in each family, had 
to be revised to “provide a mini- 
mum of seven.” 

In choosing respondents com- 
pletely at random according to 
the sampling procedure, one of 
Mr. Mooney’s interviewers hap- 
pened to pick the daughter of 
Gen. Juan Domingo Peron, Ar- 
gentine dictator. She gave the 
interviewer a full reply. 

Another Argentinian interviewed 
was a prominent general. This 
officer had an income placing him 
in the top group of the country, 
paid 550 pesos rent on a six or 
seven-room apartment in a fash- 
ionable neighborhood, and owned 
a Hudson sedan. But while he 
Was a university graduate, his 
wife had only completed grade 
school. They never ate out, but 
entertained at home. The gen- 
eral had one radio capable of 
receiving shortwave but listened 
mostly to the government station. 
He owned no washing machine or 
movie camera. 

The full text of the report, 


... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


OW DO YOU measure a market — by its actual 

performance or by its potential? Either way, the 

Valley of The Bees is immense. For in this great INLAND 

California market Retail Sales total more than a billion 
. Effective Buying Income crowds two billion.* 


a 


*Sales Management's 1946 wes 7 " 
Survey 


Copyrighted 


NEW YORK - LOS ANGELES - 


Only the dominant local news- 
papers tap this rich and isolated 
market 


por THE SACRAMENTO BEE 


is home delivered to 94 out of every 
100 families in the ABC city zone 


=—-THE MODESTO BEE 


offers 91% coverage in the ABC city 
zone; 57% of the trading area 


with the largest circulation 
between San Francisco and 
Los Angeles, gives 90% cov- 
erage in the ABC city zone 


DETROIT - CHICAGO 


- SAN PRANCISCO 


Fortunately for advertisers, nearly three quarters of 
this buying power is concentrated in the combined area 


served by three newspapers . . 


. The Sacramento Bee, 


The Modesto Bee and The Fresno Bee. No other combi- 
nation of daily papers —local or Coast— can even 
come close to the coverage you get from these three 
McClatchy newspapers in the Billion Dollar Valley of 


The Bees. 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


which is scheduled for completion 
by Dec. 1, will be made available 
to sponsors of the study only. 
Based on 1,546 interviews in 
Buenos Aires and 546 in suburbs, it 
will include data on magazine 
and newspaper readership, activ- 
ity, radio listening habits, appli- 
ances, personal articles, food and 
drink, market influence, family 
data, occupational data, dwelling, 
rent, income and other informa- 
tion hitherto never available in 
detail for a Latin American coun- 
try. 

Sponsors of the survey are: 

Advertisers: Advertising Arts 
Corporation, Bristol-Myers, du- 
Pont, General Foods, Home Prod- 
ucts International, Johnson & 
Johnson International, Lehn & 
Fink, RCA International, Sea- 
gram-Distillers, Schenley Interna- 
tional, Philco International, Smith, 
Kline & French Inter-American 
Corporation, Stafford-Miller, Inc., 
U. S. Rubber Export, Vick Chem- 
ical, and Standard Oil Company 
of New Jersey. 

Advertising agencies: McCann- 
Erickson, Lennen & Mitchell, 
Atherton & Currier, Meldrum & 
Fewsmith, Young & Rubicam, 
Gotham Advertising Company, 
Robert Otto & Associates. 

Publishers and publishers rep- 
resentatives: American Exporter, 
Time, Inc., Reader’s Digest Inter- 
national, Thomas Ashwell & Co. 
(Export Trade & Shipper), S. S. 
Koppe & Co., Joshua B. Powers, 
Inc., Oral Hygiene Publications, 
Crowell - Collier, A11- American 
Newspapers Representatives, Mil- 
chor Guzman Company, Macfad- 
den and LaHacienda. 


Plug Aquatogs Raincoats 

Color - page advertisements in 
The American Weekly in 20 cities, 
Cosmopolitan, Good Housekeeping, 
New York Times Magazine, and 
Parents’, and in the Toronto Star 
Weekly, featuring the Dionne 
quintuplets, will be scheduled by 
Aquatogs, New York, to promote 
raincoats. Local retail newspaper 
advertising, window displays, pho- 
tographs, fashion shows, and other 
dealer aids will support the na- 
tional campaign. Madison Adver- 
tising Company, New York, is the 
agency. 


CBS Sales Mount 


Columbia Broadcasting System 
and its subsidiaries reported a 
gross income for the nine months 
ending Sept. 28 of $66,836,024, 
compared with $63,046,931 for the 
corresponding period last year. 
Time discount and agency com- 
missions, record returns, allow- 
ances and discounts, totaling $18,- 
248,499, reduced the 1946 figure to 
$48,587,525. Net income for the 
nine months, however, was fixed 
at $3,997,532, slightly under last 
year’s $4,271,261 for the same 
period. 


GSE 


REPLY-O LETTER 


YOU'LL DO A BETTER 
DIRECT MAIL JOB! 


With Reply-O Letter: 
Your copy will do better . . . your 
lists will be more productive . . . 


Results will please you. 


What Are 
Your Needs? 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 
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ADS ARE MORE GeV es IN © 


YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


GOOD HOUSEKEEPING! 


the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 


Women know... 


cwunt or REFUND OF 
@ Guaranteed by» 
Good Housekeeping 
a hor we 


AS avvennisto WSS 


we give this seal to no one— 
the product that has it, earns it, 
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The Importance of ‘Togetherness’ 


In a courageous speech before 
the Super Market Institute, 
“Chuck” Luckman, the young 
man whose meteoric rise to the 
presidency of the giant Lever 
Brothers organization has occa- 
sioned comment throughout the 
land, had some fundamental things 
to say about the relationship be- 
tween business and workers. 

Many of the things he said will 
not please many business men, 
and some will label him visionary 
or unrealistic. We believe that 
his thesis that business must take 
the lead in increasing the well- 
being of its employes for the sel- 
fish reason of developing new and 
better customers, is sound and 
sensible. That is why we are de- 
voting the entire “feature page” 
of this week’s issue to a verbatim 
report of the bulk of his speech. 

The nub of Mr. Luckman’s mes- 
sage was this: 

“We must do more than pay lip 
service to the ideal of a progres- 
sively higher standard of living 
for the American wage earner. If, 
as salesmen, we applaud the con- 
cept of that idea, then, as employ- 
ers, we must also do our part to 
make that concept work for those 
employes who are dependent on 
us for the kind of living standard 
they enjoy. I am _ frequently 
amazed at the ease with which we 
applaud the idea of a higher stand- 
ard of living for all people, with- 
out apparently realizing that our 


own employes are also a part of 
the ‘people.’ It doesn’t make much 
sense for us to do only a little for 
our own employes, while expect- 
ing other industries to do a lot for 
their employes, so that they may 
be good customers of ours.’’. 

This, we submit, is good, sound, 
practical common sense, and we 
are delighted that a man in Mr. 
Luckman’s position—as a repre- 
sentative of “big business’ — has 
said it. But there is another face 
to the coin, and Mr. Luckman 
touched on it when he said the 
American economy’s “sense of to- 
getherness has become obscured 
by unintelligent self-interest on 
the part of both Big Business and 
Big Labor.” 

Togetherness is obviously the 
key to a higher standard of living. 
And togetherness can be achieved 
only when both business and labor 
realize that their best interests lie 
down exactly the same path, and 
that any important conflict be- 
tween them hurts both of them. 

Mr. Luckman, a representative 
of “big business,” has gone more 
than half way to face the problem. 
We should like to see “big labor” 
come the rest of the way, because 
We are convinced that a half dozen 
statements like this, from both 
sides, followed by actions that 
back up the words, would clear 
the path for the most substantial 
betterment of standards of living 
which this world has ever seen. 


No Advertising for Designers 


We are more than a little angers, 
by the code of practice drawn up 
by the Society of Industrial De- 
signers, which includes 15 impor- 
tant firms in this business, because 
one segment of the code provides 
that “members of the society will 
not use paid advertising to pub- 
licize their services.” 

It is probable that advertising 
of industrial designers, code or no 
code, would never represent an 
important advertising expenditure, 
and it is also possible that no in- 
dustrial designer would advertise, 
code or no code. But we’re tired 
of the smug notion, perpetuated 
by the medical, legal and architec- 
tural practitioners, that “profes- 


sional standing” and “ethics” 
mean, first and foremost, no ad- 
vertising. 


We will believe a little more in 
the sincerity of those who insist 
it is not ethical to seek business | 


when we have been told that | 
| 


members of the Society of Indus- 
trial Designers, for example, have 
fired all of their “public relations” 
staffs and have ceased sending out 
photographs and press releases. 
And we shall believe them com- 
pletely when their sales staffs— 
no matter what they may call 
them—are relegated to the nether 
regions. 

We don’t believe that advertis- 
ing an ethical or professional serv- 
ice makes that service less ethical 
or less professional; and while 
we don’t particularly relish the 
thought of being bombarded by 
advertising for the local medicos 
and lawyers, we have a sneaking 
suspicion that the public would 
certainly be no worse off if “eth- 
ical” doctors advertised than it is 
now, when a physician or surgeon 
must be picked like a pig in a 
poke, and when his relative com- 
petence remains a deep, dark se- 
cret even after you’ve picked him. 


—Sales Dispatch, Sharpe & Dohme, Inc. 


"Did you advertise for someone to come sit with your baby?" 


Southern Cross-up 

The Southern Railway recently 
used a magazine advertisement 
which showed two books, one of 
which dealt with the history and 
traditions of the South, the other 
with its economic growth. 

The volumes were fictitious, of 
course, intended only to represent 
the two phases of the pleasant 
land below the Mason-Dixon line. 
The copywriter did a lyrical job, 


This story comes in TWO volumes 
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however, and billed Volume One 
as filled with the fragrance of 
magnolias and Volume Two as “an 
exciting story of industrial 
growth.” 

Result? You’ve probably long 
since guessed it. The railroad is 
submerged with requests for the 
two volumes, both of which ex- 
isted only in the fertile mind of 
the copywriter. 

This thing happened once be- 
fore to an editor we know, only 
there he offered facetiously, he 
thought, a Book of Job. 


Nuclear News 


The current issue of the Man- 
hattan telephone book reports: 
Atom Advg Agency.......321 Bway 
Pe a ees. ee eee ee 321 Bway 
Atom Advg Agency....... 321 Bway 
Atom Advertising Agency.475 5 Ave 

Fission, obviously. 


Bitter Brew 

One of our Denver scouts is 
puzzled because his wife got a 
letter from General Foods Sales 


Company beginning: “Your doc-| 
tor has written to us that he has| 
advised you to give up coffee, and | 
at his suggestion we are sending | 
you, with his compliments and 
ours, a week’s supply of Postum.” | 


cluded that into each life some 
Postum must fall. 


Pedagog Plea 

Reproduced herewith is some 
clean, plain-spoken copy on a 
scandalous subject. It dramatizes 
the fact that the persons who 
really suffer from the teacher 
shortage are the students. “High 
responsibilities, low pay,’ the ad- 


New York City ash # permanent pay rise of 
ually for all employers of tae Board of Educanon ands 
opertionate increase fer substitutes They deserve your 


$1050 one 
er 


JOINT COMMITTEE OF TEACHERS ORGANIZATIONS 


120 WEST 420d STREET, NEW YORK 16, Wi 7.5068 


vertisement notes, and declares: 
“The teachers of New York City 
ask a permanent pay raise of $1,050 
annually for all employes of the 
Board of Education and a propor- 
tionate increase for substitutes. 
They deserve your support.” This 
copy for the teacher’s organiza- 
tions was prepared and placed by 
Fein & Wasserman. 


Jottings 

Gleaned from our favorite pa- 
per, a Hygeia ad with a startling 
headline: “Pregnancy—dramatic— 
specific—revealing.” ... 

You probably don’t know it, and 
it hasn’t bothered you, but the 
S. S. Sixaola, the first cargo liner 
for the United Fruit Company, was 
launched last month. Since this is 
the first postwar banana _ boat, 
Chiquita herself showed up for the 
bottle-breaking. The ship is fully 
refrigerated — that’s the way to 
ship bananas... 

Cooper & Crowe, a Salt Lake 
agency, had to sell some 60,000 lbs. 
of granulated laundry and dish- 
washing soap for its client, Lov- 
inger Disinfectant Company. It 
used radio spots, reiterating “Love 
that soap!” a la Wakeman. Works 
like a charm, the agency says, 
with 25,000 lbs. sold in two days... 

And did you know that Tom 
Breneman, who satirizes hats on 
ABC’s “Breakfast in Hollywood,” 


And so on through a socko Postum| has started a millinery com- 


routine. 

This bothers our scout because 
(a) his wife’s doctor had not ad- 
vised her to give up coffee since 
(b) she doesn’t drink coffee. 


He has philosophically con-'| 


pany... 

As long as we’re doing this, we 
ought to tell you about the off- 
center, angled men’s garter de- 
veloped by Gem-Dandy, Madison, 
N. C., and called the Cocksure. . 


secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
Ill. 
No. 2718. 
List. 

The Montreal Daily Star has is- 
sued this pocket-size salesman’s 
route list of retail drug and 
grocery stores covering the Mon- 
treal area, with outlets zoned and 
arranged for easy coverage. De- 
tailed information includes class 
of store and percentage of English 
and French clientele, supple- 
mented by a map showing routes, 
zones, other retail outlets and 
language divisions, 


Montreal Star Route 


No. 2719. Four City Comparison 
of Consumer Preferences. 

Milwaukee, Philadelphia, In- 
dianapolis and Omaha are the four 
cities, and foods, soaps and 
cleansers, drugs and _ toiletries, 
beverages, and homes and equip- 
ment are the products reported 
in this digest of consumer analyses 
made separately in these cities. 
The studies were made by the 
Milwaukee Journal, Philadelphia 
Bulletin, Indianapolis Star and 
Omaha World-Herald, during 1946, 
and all use the same questions 
and technique originally devel- 
oped by the “Milwaukee Journal 
Consumer Analysis.” 


No. 2720. Study of Supermarkets 
and Self Service Stores. 

This new booklet issued by Out- 
door Advertising Incorporated, re- 
ports that supermarkets and self- 
service stores account for ap- 
proximately 59% of the total 
grocery sales, indicating, accord- 
ing to the study, that visual im- 
pression and package identifica- 
tion are increasingly important 
factors in the marketing of grocery 
store products. The study lists the 
number of supermarkets and self- 
service stores, with the percentage 
of the total grocery store sales 
they account for in 694 cities. 


No. 2701. Fact Folio. 


Retailing Home Furnishings has 
issued this brochure to com- 
memorate the publication’s 15th 
birthday, and in it, charts the 
growth in circulation and adver- 
tising linage, and gives some rea- 
sons for the publication’s current 
position in coverage of the home 
furnishings industry. 


No. 2685. We Went Hunting and 
Fishing for Facts. 


Figures and fun are shaken up 
and poured out in this brochure, 
in which Hunting & Fishing, by 
means of cartoons and cold facts, 
gives as much information as any 
advertiser should want to know 
about the magazine’s readers. The 
information was obtained through 
a questionnaire, titled “Pardon 
Our Long Neck,” which was car- 
ried in all copies of H&F distrib- 
uted last February, a departure 
from the usual _ cross-section 
method. 


No. 2713. Grocers’ Route List. 


The Toledo Blade’s new edition 
of its grocers’ route list carries, in 
route form, names and addresses 
of all grocery stores in Toledo and 
the 14 counties comprising the To- 
ledo ABC trading area—a total of 
1,878 outlets. Stores are keyed to 
volume and affiliation. The direc- 
tory also shows food sales by 
county; a census tract map indi- 
cating shopping areas, and per- 


.|sonnel and store data. 
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The Cream of the Hlarket 


Advertisers availing themselves of 
both THE UNITED STATES NEWS and 
WORLD REPORT know that their 
messages are being read by the Cream 
of the Market. This Cream 1s repre- 


sented by a net paid circulation now 


in excess of the 350,000 guarantee. 


THE UNITED STATES NEWS and WORLD REPORT 


Concentrating in one market 
THE CREAM OF NEWS MAGAZINE READERS 
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s+...) Unmatched In 
By Active, 


Ushering in a new, alert, modern editor | !é 
big-name writers and artists, has been | a 


sportsmen. With subscriptions and news | Ss! 
SPORTS AFIELD offers a guaranteed | A 


a _ the lowest cost coverage © 
e buys the best | ° 


TO SELL SPORTSMEN, USE THE WORLD’S N 
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Sportsmen 


ial technique, SPORTS AFIELD, with its 
acclaimed the country over by active 


stand sales reaching an all-time high, 


A.B.C. circulation of 


of the market that 
of everything 


Effective March Issue 1947 


NO. 1 SPORTSMEN’S MAGAZINE 
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wren ians :Cincinnati Post’s radio editor, 
Cincinnati Hear | wrote to Martin L. Straus, presi- 


Morgan on MBS Outlet dent of Eversharp, that_a lot of 
Cincinnati area radio listeners|Morgan fans around Cincinnati 
are tuning to Station WCPO, a|Were unhappy about this. Ever- 
Mutual affiliate, Wednesday nights |Sharp, through its agency, Biow, 
to hear Eversharp Schick’s Henry |found that Station WCPO could 
Morgan Show, one of the pride- | Clear the time. Morgan made his 
and-joys of the American Broad- debut on the Mutual outlet Nov. 6. 
casting Company. It came about Se Blade’ 
this way: 1 ‘Bla 
Staten WSAI, the local apc|®uth Perry _ » 
outlet, couldn’t clear time for the | AS Ad Promotion Manager 
Morgan program. Mary Wood, the; Ruth Perry, who organized and 
directed the Veterans Guidance 
and Advertising ee was 
*]} originated by the vertising 
SIGHS OF LONG LIFE Club of New York and later ex- 
FOR QUANTITY BUYERS | panded _ wet go ie 4 or- 
ganization heade y resi- 
THE ARTKRAFT" SIGN C0.) | dent Elon G. Borton, has joined 


Artkraft* Manufocturing Corporation| | the Toledo Blade as advertising 
900 Kibby St., Limo, Ohio, U.S.A. promotion manager. 

Mrs. Perry will assume her 
Shetonts $05 0S. to -90 duties on Dec. 1. 


Advertising Age, November 18, 1946 


’ a # women’s group was begun several | 
WCTU in Reverse years ago by Mrs. Helen Sprack- 


= “y= . ling, now director of LBI’s wom- 
Wins Affiliation en’s division and former associate 
in its editor of Parents’ Magazine. She 
with Industry Unit interested women active in the 
New YorK—The liquor industry |i2dustry in attending luncheon 
recently took its first formal step |2@therings at which mutual prob- 


. : : lems were aired. By August, 1944, 
- ar ggir ggltne weg ie ic the WAABI name was selected 


Licensed Beverage Industries ac-|#%4 an advisory council appointed, 
cepted the Women’s Association |C°™Posed of Lilien Sanger, part- 
of the Alcoholic Beverage Indus- |r and executive vice-president, 
tries as an associate group. International Distributors, Inc.; 

At the same time the associa-|Shirley Beckman, import divi- 
tion, organized in the spring of |Sion, Continental Distilling Cor- 
1944 as a luncheon group of 12|poration; Ruth Goldberg Lascoff, 
professional New York women, New York retailer; Ruth Johnson, 
announced that, with LBI spon-|New Jersey Institute of Wine & 
sorship, it will embark upon a| Spirits; Mrs. Otto Kosminer, Stam- 
campaign to build a national or- | ford, Conn., retailer; Laura Abeles, 
ganization. Beverage Media; Lucy Fogarty, 

Original spadework on _ the|Hotel World Review, and Ruth 


In any picture of your market... 
The Medern Half is the Better Half ! 


}, 17'S TOO LATE to interest an 
older woman in silverware. Her pattern 
was picked long ago—her silver 
service has long been complete. 
Better leave her to her middle-aged 
fascination for baubles, gewgaws 
and bric-a-brac! 


Dell Modern Group 


2. NOW'S THE TIME to “brand” 
the younger shopper. She’s very much 
aware of silverware! Show her your 
loveliest patterns—start her 
prizing your name above all others. 
Sell her in Dell—the market of 
three million moderns! 


Lenore, Liquor Publications, Inc. 
Mrs. Sprackling continued to di- 
rect the group’s activities. 


‘WCTU in Reverse’ 


WAABI organized originally as 
a “non-commercial group of in- 
dustry women to promote better 
understanding between the indus- 
try and the public and to encour- 
age its members to the end that 
women active in the industry may 
better serve both it and them- 
selves.” One of the national as- 
sociation’s objectives will be to 
“encourage the adoption of vol- 
untary self-regulatory action in 
all elements of the industry and 
better demonstrate the industry’s 
sense of its social obligations.” In 
fact, WAABI has from time to 
time been referred to as the 
WCTU in reverse. 

WAABI will begin its national 
drive with about 60 members—all 
professional women in the New 
York area. Any woman who has 
held a responsible executive, ex- 
ecutive-secretarial or managerial 
position in the industry for at least 
two yéars is eligible. She may 
belong to the wholesale, import- 
ing or retail branch, or a trade 
publication. Tavern women may 
be invited to join later. 

Local units will be established 
throughout the country, with ac- 
tive and associate memberships 
available. Eventually these local 
units will work closely with state 
|chairmen of LBI on problems af- 
| fecting the alcoholic beverage in- 
dustry. The first of a series of 
monthly bulletins will be issued 
|shortly to the membership. 
| Mrs. Sprackling will be national 
| chairman of WAABI, with Alberta 
| Madigan acting as organization 
/secretary. At least three vice- 
/presidents will be appointed by 
_Mrs. Sprackling, representing the 
| New York metropolitan group and 
| anticipated units in Chicago and 
/on the Pacific Coast. 


| Fruehauf Localizes Ads 


| Fruehauf Trailer Company, De- 
| troit, has begun a new newspaper 
| campaign individualizing each ad- 
vertisement with heading and il- 
_lustration featuring delivery of a 
new Fruehauf to a customer in the 
territory where the ad appears. 
'Kudner Agency, Detroit, handles 
the account. 


Joins ‘Newsweek’ 


Richard D. Mathewson, former 
|executive of Scholastic Publica- 
tions, Popular Science Monthly, 
Outdoor Life and Magazine Di- 
gest, has been appointed assistant 
|/manager of the international edi- 
| Seen of Newsweek, New York. 


|, SET TYPE HEADINGS IN A HURRY! ~ 


We 


Yosto- : 


THE NEW EASY WAY TO “SET” 
YOUR OWN TYPE HEADINGS 


Each Presto-type sheet cont comp 
alphabet in a sharp opaque black or white 
| on a crystal clear transparent background. 
Just place the self-adhering letters directly on 
your layout, drawing or photograph and you 
have perfect reproduction copy for offset, mul- 
| tilith or letter press. 
ONLY 75c per sheet 
| A large selection of beautiful type foces available 


to suit your every need. Write today for descriptive 
folder and type chart. 
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Al your local dealer 
or order direct from 


f Arrive Brown « sro, inc 


67 West 44th St., New York 18, N.Y. 
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HO in the field of business doesn’t 

know Baltimore? Baltimore means 
foodstuffs, hats, shoes and furniture — 
chemicals, paints, pigments and fertilizers 
— petroleum products, soap, insulated wire 
and cable — radio and telephone equip- 
ment, metal containers, coke ovens and 
sugar. 


And Baltimore contains some of the big- 
gest units in the biggest industries of 
America. That goes for steel, airplane build- 
ing, shipbuilding and ship repair— portable 
electric tools, magnesium extrusion, cop- 
per refining, whiskey distilling and bottle- 
cap manufacture. Even in spices, Baltimore 
boasts the biggest plant on the planet! 


Don't take an Oriole’s word on BALTIMORE! 


So perhaps it were better to ask, who does 
know Baltimore? Certainly no bird of pas- 
sage who flits in with the season, pecks and 
flits away again! Here is need for the man 
who’s on the Baltimore beat day in and 
day out—the newspaperman. 


The men of the Hearst Advertising Service 
are year-in-and-year-out fact-gatherers. 
They are “reporters with a nose for sales.” 
The Hearst Advertising Service man has 
at his elbow a gold mine of market infor- 
mation — collected in daily contacts with 
sales and advertising executives throughout 
the Baltimore area. 


Call in the Hearst Advertising Service man 
now. 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, General Manager 
959—8th Ave., New York 19, N. Y.—Offices in principal cities 


Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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Promotion Men 
Urge Newspaper 
PR Program 


(Pictures on Page 85) 

Gary, INnp.—Promotion managers 
of more than 50 midwest news- 
papers—with a liberal sprinkling 
of men from other parts of the 
country—spent two days here Nov. 
11-12 in an informal discussion of 
their multitudinous problems. The 
meeting was the second annual 
gathering of the informal organi- 
zation, with Frank Hubbard and 
the Gary Post-Tribune acting as 
hosts. 

Bert Stolpe of the Des Moines 
Register and Tribune, who ini- 
tiated the informal regional con- 
ference last year and served as 
host to the group, acted as pro- 
gram chairman and_ discussion 
leader, putting together a fast- 
moving program featured by short 
talks and much round table dis- 
cussion. 

Only formal action of the con- 
ference was adoption of a resolu- 
tion suggested by Mr. Stolpe that 
newspapers undertake a national 
public relations. educational pro- 
gram to educate the public on the 
meaning of freedom of the press 
and the importance of newspapers 
to a community. The group de- 
cided to name a committee to 
study ramifications of the project, 
and to discuss it with other groups 
in the field. 

A note of aggressive selling and 
promotion keynoted the confer- 
ence, which started with a talk 
by Lloyd Borg, Minneapolis Star- 
Tribune, who explained details of 
the comprehensive program which 
his newspaper has developed in 
cooperation with more than 1,000 
schools in its area. He was fol- 
lowed by Jerry Byrnes of the Chi- 
cago Tribune, who explained the 
fabulous operation of his paper’s 
public service department, which 
has a staff of 34 and last year 
had 945,000 contacts with readers, 
473,000 of these being personal 
visits. Mr. Byrnes emphasized that 
newspapers have a special re- 
sponsibility for service to the pub- 
lic, and that while public service 
results cannot be measured ex- 
actly, they are extremely impor- 
tant in building prestige and 
influence for a newspaper. 


Discuss National Advertising 


The morning session closed with 
a talk on public relations activi- 
ties by Frank Knight, the Gazette, 
Charleston, W. Va., and the first 
day’s luncheon was featured by 


ELEMENTARY 
AS 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words.. The Oi. WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


Houston New York Cleveland 
Chicago = Tulsa Los Angeles 


a talk by J. H. Sawyer Jr. of 
Sawyer - Ferguson - Walker, who 
declared that newspapers must 
give more attention to teen-age 
activities, and who strongly urged 
newspapers to sponsor a “teen age 
achievement exhibition’ which 
would give youngsters an oppor- 
tunity to demonstrate their com- 
petence in many fields and would 
inform the community of the tal- 
ents of the teen-age population. 
Charles Feldmann, national ad- 
vertising manager, Des Moines 


Register and Tribune, opened the 
afternoon session with a discus- 
sion of national advertising pro- 
motion, in which he made a plea 
for more attention to such promo- 
tion, asserting that too often it was 
a stepchild of the promotion de- 
partment which is too busy work- 
ing on local problems. 

Vernon Brooks, New York 
World-Telegram, and Court Con- 
lee, Milwaukee Journal, discussed 
the relative merits of various 
types of consumer surveys. Mr. 


She 
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Brooks, who initiated the store 
inventory type of study conducted 
by his newspaper and 11 others, 
declared it to be his firm convic- 
tion that the consumer panel type 
of study (in which housewives 
keep a diary of purchases) has a 
greater future than any other re- 
search method, and revealed that 
pilot consumer panels are now 
being operated in 10 cities. It will 
take a considerable time, however, 
to determine whether it is eco- 
nomically possible to get informa- 


tion in depth from these studies. 

Mr. Conlee reminded listeners 
that comparable data covering 
four cities is now available from 
“Milwaukee Journal type” studies, 
and said that next year they ex- 
pect to have comparable studies 
covering 12 markets. 


Other Reports 
The session wound up with a 
report on what buyers think of 


newspaper promotion, by Chet 
Oehler, Batten, Barton, Durstine 
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FIRST STEP: Enter the 5th Annual 
BUSINESS PAPER ADVERTISING COMPETITION 
DEADLINE: January 31, 1947 


to promote 


e A B. P. ADVERTISING. ‘CONTEST 


THE ASSOCIATED BUSINESS PAPERS | 
205 East 42nd Street, New York 17, New York 


The most enjoyable part of the advertising 
business is to look back at a good campaign. 
If you can do that today, you’re just the 
man we want to hear from. 


A.B.P. wants to publicize good, produc- 
tive business paper advertising . . . and 
give recognition to you for a job well done. 


The basic principle behind the Annual 
Business Paper Advertising Competition is 


“useful” advertising and to 


stimulate other advertising writers. 


But time is getting short. Get your en- 
tries in early, be sure they’re postmarked 
no later than January 3lst. Why not dig 
out those proofs right now? 
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& Osborn, Chicago; and a discus- 
sion of how to build presentations, 
by Pierre Martineau, Chicago 
Tribune, 

Alfred B. Stanford, sales di- 
rector of the Bureau of Advertis- 
ing, explained at the dinner meet- 
ing the promotional and research 
tacks which his organization is 
following, and the Tuesday morn- 
ing sessions included a discussion 
of local display and classified pro- 
motion, by Knowlton Parker, 
News and Press, St. Joseph, Mo.; 


small promotion department prob- 
lems, by Gordon Closway, Repub- 
lican Herald, Winona, Minn.; a 
plea for more showmanship and 
glamor in newspaper promotion 
by S. R. Bernstein, editor, ApvEr- 
TISING AGE; and a discussion of 
the use of radio for newspaper 
promotion, by Mel Barker, Chicago 
Times. 

Henry Marks, Printers’ Ink, re- 
ported at lunch on a recent study 
of what advertisers want in pro- 
motion, and the meeting wound 


up with a paper on circulation 
promotion, prepared by Walter 
Aronoff, Detroit Times, and read 
in his absence by Bert Stolpe; and 
a plea by George Brandenburg, 
Editor & Publisher, for greater at- 
tention to the ‘“‘woman’s angle” in 
newspaper editing. 


CBS Moves Radio Sales 


Radio Sales, the spot broadcast- 
ing division of the Columbia 
Broadcasting System, has moved 
to new quarters at 501 Madison 


Ave., New York, across the street 
from CBS headquarters, 485 Madi- 
son Ave. 


PIA Adds Four Cities 


Printing associations in San 
Francisco; Charlotte, N. C.; Miami, 
Fla.; and Newark, N. J., have be- 
come affiliated with the Printing 
Industry of America, Washington. 
This brings the total number of 
qualified associations in PIA to 44 
and its total membership to about 
2,800 individual printers. 


PAPERS. 


to be judged: 


belts, gaskets, etc.) 


oe” 


I. The awards are to be given annually to 
the advertisers who, in the opinion of the 
judges, make the most effective use of their 
advertising in business papers by means of, 
1 — adequately informative copy, 2 — perti- 
nent illustration, and, 3— efficient use of 
the space. Campaigns may be submitted by 
advertisers, their advertising agencies, or 
by publishers. Media Advertising and an 
Agency's own advertising are not eligible. 


2 e Entries to consist of only three advertise- 
ments typical of the entire campaign, which 
have appeared in business papers during the 
1946 calendar year, and included in the 
following broad classifications: INDUSTRIAL 
PAPERS: INSTITUTIONAL PAPERS: MER- 
CHANDISING PAPERS: PROFESSIONAL 


(7. life, L of the (7. pettle, 


The Following Rules will govern Awards for the most 
effective use of Business Paper Advertising in 1946: 


(Housewares, clothing, drugs, hardware, jewelry, 
shoes, glassware, furniture, etc.) 


DIVISION 7. Advertising of Services and Group 
Advertising. (Transportation, Management, Truck- 
ing, Research, Trade Associations, Corporation 
Advertising, etc.) 


(NOTE: if there is any question about the division in 
which your entry belongs, drop us a line and we'll be 
glad to advise you.) 


4, Each entry must be accompanied by a 
brief statement on the advertiser's, agency's, 
or publisher's letterhead, giving: 


Objective of each advertisement. 
Reasonable evidence of results obtained. 
A list of publications in which advertise- 


ments appeared. 


3. Every entry must be clearly defined as 
to the division in which the advertiser desires 


DIVISION 1. Advertising of Operating and 
Maintenance Parts and Materials. (Oils, greases, 
cleaning compounds, repair parts, transmission 


DIVISION 2. Advertising of Fabricating Parts 
and Materials, Containers and Packaging Sup- 
plies. (Metal stampings, molded plastic, bearings, 
gears, steel sheets, tubes, fabrics, wrapping ma- 
terials, cans, boxes, paper, aluminum foil, etc.) 


DIVISION 3. Advertising of Machinery and 
Equipment. (Machine tools, motors, instruments, 
material handling equipment, hand tools, etc.) 


DIVISION 4. Advertising of Primary and Process 
Materials. (Wood pulp, chemicals, hides, wool, 
food products, flour, shortenings, plastics, etc.) 


DIVISION 5. Advertising of Construction and 
Engineering Materials. (Fabricated steel, lumber, 
bricks, roofing, siding, cement, paint, hardware, etc.) 


DIVISION 6. Advertising of Merchandise for 
Re-sale. Addressed to Dealers and Jobbers. 


5. Entries must be kept simple. Each ad- 
vertisement must be individually mounted 
on board with 1” margin all around. Any 
entries unmounted or over size, will be dis- 
qualified by the judges. Ornate or lavish 
presentations are neither necessary nor de- 
sired. To separate campaigns, a simple clip 
or tie arrangement may be used. 


6. The judges will be leading men in their 
fields, qualified by knowledge and experi- 
ence to pass on the merits of entries. Their 
decisions necessarily are final and include 
the right to refuse to grant an award in any 
division. 


y A Awards will consist of certificates of 
merit for the forty business paper campaigns 
of 1946 which, in the opinion of the judges, 
are most outstanding. Seven special plaque 
awards, one in each division, also may be 
made, at the discretion of the judges, for 
unusually outstanding campaigns. 


8. Entries must be postmarked not later 
than midnight, January 31, 1947. Awards 
will be made at a special presentation meet- 
ing on May 12th. 
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Form Corporation, 
Buy Net Time for 
Retail Store Show 


Cuicaco—A non-profit corpora- 
tion formed for the primary pur- 
pose of presenting a nationwide 
one-hour, weekly radio broadcast 
for department stores throughout 
the country has been formed by 
Walter Schwimmer, R. J. Scott 
and Jerome L. Joss, all of Schwim- 
mer & Scott, Chicago advertising 
agency (AA, Oct. 21). 

The Association of America’s 
Leading Department Stores, Inc., 
hopes eventually to sign up 200 
to 250 department stores to sup- 
port the program, which will be 
called “The Big Show.” It will 
begin shortly after Jan. 1, 1947, ° 
over Mutual Broadcasting System, 
Fridays, 9:30-10:30 p.m. 

The new company said that 15 
department stores in various cities 
have already joined the group. 
They will pay for participation in 
the program at pro-rated charges 
ranging upward from $50 weekly. 
All commercials will be cut in by 
local stations. 

Mr. Joss told AA that other pro- 
motional plans will be made for 
member stores but that none is 
being planned for the immedia 
future. ; 


Names Kuttner & Kuttner 

National Superior Fur Dressing 
& Dyeing Company, Chicago, has 
placed its advertising with Kutt- 
ner & Kuttner, Chicago. Promo- 
tional plans for Perma-Brite, the 
company’s exclusive fur cleaning 
process, are under way. 


Promotes Truncali 

Paul Truncali, special assistant 
to the sales manager of A. 
Schrader’s Son, a_ division of 
Scovill Mfg. Company, Brooklyn, 
has been appointed manager of 
export sales. 


107,549,838 
FEET/ OF PIPE 


BAS Re A 
Cc Me ok: e " <y Wu 


OR IS IT? 


No, it’s a fact, disclosed by the 
comprehensive survey, “Ranchmen 
Want To Buy,” just completed by 
The CATTLEMAN Magazine. 
Ranchmen and farmers, in the 
territory covered by The CAT- 
TLEMAN, actually have an im- 
mediate need for over a hundred 
million feet of iron pipe! And... 
a correspondingly large immediate 
market was indicated for all of 
the twenty-one other major items 
covered by the survey. 


Low in cost—high in quality 
readership—no other medium will 
reach and influence cream of the 
crop ranchmen and farmers like 


The CATTLEMAN. 


1109 BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


THE GREAT RANCH MARKET 
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‘Toledo Blade’ 


Begins Inventory 


ToLEpo—The Toledo Blade is 
undertaking preliminary ground- 
work, expected to require about 
six months, for eventual publica- 
tion of regular monthly market 
reports to be known as the Toledo 
Market Merchandise Inventory. 

The Blade expects to begin pub- 
lication next spring, thus becom- 
ing the 10th newspaper to become 
part of a program (developed dur- 
ing the past seven years by the 
New York World-Telegram) of 
the Bureau of Advertising of the 
American Newspaper Publishers 
Association. It offers identical re- 
ports to manufacturers and their 
advertising agencies from key 


markets. 

The inventory will provide 
manufacturers of branded mer- 
chandise with relative standings 
of various brands of goods, their 
movement in the market, and a 
record of the advertising effort 
behind them. 


Rittenhouse Appoints 


Elmer C. Dvorak, sales and ad- 
vertising director for the Ritten- 
house Company, Honeoye Falls, 
N. Y., since last fall, has been ap- 
pointed vice-president in charge 
of sales and advertising and mem- 
ber of the board of directors. He 
was formerly sales manager of the 
range division of General Electric 
Company, Bridgeport. Rittenhouse 
manufactures electric door chimes 
and low voltage bell and signal 
transformers. 


Time Radio Heeds 
Public's Feelings, 
Says Fannie Hurst 


New YorkK — New York’s Radio 
Executives Club, which is loaded 
with top-flight broadcasting know- 
how, has asked for—and is getting, 
brother—a triple dose of potent 
“outside” opinion on the present 
state of radio. programming. 

The first dose, a red-hot stream 
of colorful criticism in which radio 
was described as “handcuffed to 
the low level of commercialism,” 
was administered early this month 
by Fannie Hurst, the novelist. The 
second is to be spooned out Nov. 
21 by H. V. Kaltenborn, the com- 
mentator. The final speaker in 
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the series will be Brock Pember- 
ton, Broadway producer, slated to 
be heard Dec. 5. 


Miss Hurst Fills Bill 

It’s all part of President Robert 
Swezey’s program to make the 
club’s bi-weekly luncheon sessions 
more vital. As a_ starter, Miss 
Hurst left nothing to be desired. 
After she had sounded off on her 
assigned topic of “If I Were Run- 
ning Radio,” all that Mr. Swezey, 
who is general manager of the 
Mutual network, could gasp out 
was: “Well, we asked for it—and, 
brother, we got it!” 

Warning broadcasters to heed 
the “increasing bombardment” of 
public criticism, the novelist lashed 
out at the “low-calorie program 
diet” fed to “Mr. and Mrs. Zilch 
and all the little Zilches,’? who, 


for SUCCESS with 
home furnishings 


home furnishings 
business paper 
for advertising: 


1. Furniture and Bedding 
2. Curtains and Draperies 
3. Decorative Accessories 
4. Floor Coverings 

5. China and Glassware 
6. Lamps and Lighting 

7. Housewares 

8. Major Appliances 

9. Radio and Television 


TWICE WEEKLY 
MONDAY and 
THURSDAY 


22,215 ABC NET PAID circula- 
tion on June 27th. Biggest of 
all home furnishings business 

papers. 


No. | on planning schedules 


gad ok OFA Prampect of a Crippland OFA 
10), tem Seed ta) Cpectarh ta Wiese Dy Peprnes 
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advertising 


WHO ARE THEY, these men who give 
RETAILING a permanent prominent place 
at the top of plan schedules for next 
year's advertising? They're agency execu- 
tives who refuse to take chances with the 
complete success of a campaign. They're 
advertisers who know the vital need for 
keeping retailers informed. They're men 
who know and prefer RETAILING. And 
for good sound reasons. Like these: 


aga is 
Weshipesyptty Toon = 
BEY Sard Wissen 


e In a home furnishings campaign you can’t get far without first 
telling and selling the retailer. If the retailer isn’t “sold,” the 


product isn’t SOLD. 


* Your merchandising and consumer advertising plans and policies 
are important NEWS to retailers. They'll get the quicker atten- 
tion given to news when you explain them in ads that are next 
to the news, in the industry’s on/y home furnishings NEWSpaper. 


J You can deliver your message in RETAILING to more executives 
in more furniture, home furnishings and department stores, in 
more cities and towns—than you can reach in any other home 


furnishings business paper. 


os NO OTHER home furnishings business paper can do so much 
to insure the success of advertising plans and ideas. RETAILING 
has been proved to be No. 1 in reader interest and action. It’s 
read eagerly by retailers, and they base their daily decisions on 
the news and ads it brings them. 


The ONLY home 


furnishings )NEWSpaper 


ONE OF THE FAIRCHILD FAMILY of publications that includes Women’s Wear Daily, Men's Wear, 
Footwear News, Daily News Record, Fairchild International and Fairchild Blue Book Directories. 


FAIRCHILD BLDG., 8 E. 13th ST., NEW YORK CITY 3 


she declared, too often are “treated 
as morons.” 

Miss Hurst, appointed drama 
critic of Station WJZ, New York, 
decried “the lunacy of singing 
commercials,” “the giving - away 
orgy of the advertisers,” and ad- 
vertising agencies which “pander 
sycophantically to the lowest com- 
mon denominator of the sponsor’s 
thinking.” 


Warns of Revolt 


The broadcasters were warned 
to watch out for a revolt by Mrs. 
Zilch against “the stale, lusterless 
sham soap opera” and quiz shows 
engaging in “lavish slinging of 
presents to the public as we fling 
fish to the seals in Central Park 
on Sundays.” 

The “hand which feeds these 
programs, the advertiser’s hand, 
has become the whiphand,” said 
Miss’ Hurst. “That hand is over- 
reaching. It has plastered its palm 
against radio’s face, squashing its 
features, pulling its hair, gouging 
its eyeballs, threatening to poke 
its front teeth down its throat.” 

Offering no panaceas for radio’s 
ills, Miss Hurst nevertheless felt 
that great improvements could be 
realized if broadcasters ‘‘would live 
a little more dangerously ... 
gamble more on the dignity of the 
human race by crediting it with 
something more than a composite 
state of sub-adolescence and de- 
layed development,’ experiment 
more in higher caliber programs 
and “exercise control over 
(radio’s) stature, over its intelli- 
gent adultness, rather than the 
tiny and forbidden word or the 
inept reference.” 

Some of Miss Hurst’s Zilches 
got an earful of her remarks, too. 
Her talk was broadcast by WNYC 
and WJZ. 


Art Group Plans Show 


The Art Directors Club of Los 
Angeles will hold its second an- 
nual exhibition of West Coast ad- 
vertising art Feb. 10 to 21 in 
Barker Brothers’ Los Angeles 
auditorium. Entries will be dis- 
played by art directors, artists, 
publishers, agencies, art services, 
designers, advertising photog- 
raphers and business organizations 
of the West Coast. 


Borland Joins Hannah 


M. C. Borland, a group head in 
the copy department of J. Walter 
Thompson Company, San Fran- 
cisco, has joined Hannah Advertis- 
ing Company of the same city as 
vice-president. Mr. Borland was 
formerly with the Detroit and Los 
Angeles offices of JWT, and the 
Detroit office of J. Stirling Get- 
chell, Inc. 


Gerth-Pacific Moves 


Gerth - Pacific Advertising 
Agency, San Francisco, has moved 
to larger quarters on the top floor 
of the 68 Post building. James 
Clark, who joined the agency last 
spring, has been named produc- 
tion manager. Evelyn Thomas 
and Phyllis Phillips have joined 
the production and media depart- 
ments, respectively. 


mutt 
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THESE MEDIA FILED REFERENCE 


DATA IN THE 


Aberdeen American-News 

Akron Beacon Journal 

Amarillo Globe-News 

American Press Association 
Arizona Farmer 

Arkansas Democrat, Little Rock 
Augusta Herald 

Austin American and Statesman 


Baptist Standard 

Baton Rouge State Times-Morning Advocate 
Boston Globe 

Boston Herald-Traveler 

Boston Post 

Boston Record-American 

Brooklyn Eagle 


California Eagle, Angeles 
Cedar Rapids Gazette 

Charlotte News 

Chicago Bee 

Chicago Sun 

Chicago Tribune 

Cincinnati Enquirer 

Cleveland Call and Post 

Columbus Dispatch 

Columbus (Ga.) Ledger & Enquirer 
Congratulations 

Cream City Outdoor Advertising Co. 


Dallas Times-Herald 

Des Moines Register and Tribune 
Detroit Free Press 

Detroit News 

Detroit Times 


Elizabeth Daily Journal 
Esquire 


Fall River Herald News 
Flying Age 

Foreign Service 

Ft. Smith Times Record 
Fort Worth Star-Telegram 
Free & Peters, Inc. 
Fresno Bee 


General Outdoor Advertising Co. 
Akron, Ohio 
Asheville, N. C. 
Atlanta, Ga. 
Binghamton, N. Y,. 
Brooklyn, N. Y. 
Cedar Rapids, Iowa 
Chicago 
Davenport, Iowa 
Dayton, Ohio 
Decatur, Il. 
Denver, Colo. 
Duluth, Minn. 
Durham, N. C. 
East St. Louis, IM. 


Kansas City, Kansas 


Kansas City, Mo, 
Long Island District, N. Y. 
Louisville, 


Memphis, Tenn. 
Minneapolis, Minn, 
Nashville, Tenn, 
New Orleans, La. 
Oklahoma City, Okla. 
Omaha, r. 
Philadelphia, Pa. 
Raleigh, N. C. 
Roanoke, Va. 


Youngstown, Ohio 
Green Bay Press-Gazette 


Hospital Management 
Houston Chronicle 
Huron Huronite 


Indianapolis News 
Institutions 


KANS, Wichita, Kansas 
Kansas City Call 

KARK, Little Rock, Ark. 
KCKN, Kansas City, Mo. 
KDYL, Salt Lake City, Utah 
Kelly-Smith Company 
KFAB, Lincoln, Nebraska 
KFBI, Wichita, Kansas 
KFJZ, Fort Worth, Texas 
KIRO, Seattle, Wash. 
KMA, Shenandoah, Iowa 
KMBC, Kansas City, Mo. 


KSO, Des Moines, Iowa 
KSTP, Minneapolis-St. Paul 
KTUL, Tulsa, Okla. 

KVAL, Brownsville, Texas 
KVOO, Tulsa, Okla. 

KXEL, Waterloo, Iowa. 
KXOK, St. Louis, Mo. 
KXYZ. Houston, Texas 


1946 EDITION 


Lafayette Journal and Courier 

Lawrence Eagle-Times 

Don Lee Network 

Long Island Daily Press and Star Journal 
Los Angeles Examiner 

Los Angeles Sentinel 

Louisville Courier-Journal 

Louisville Defender 

Lynn Item 


Manchester Union-Leader 

McClatchy Newspapers 

Memphis Commercial Appeal and 
Press-Scimitar 

Miami (Okla.) News-Record 

Mich Chron 


Midwest Farm Paper Unit 
lis 


Pp esman 
inneapolis Star-Journal and Tribune 
Modesto Bee 
Moline Dispatch 


Nassau Daily Review-Star 

National Broadcasting Company 

National Broadcasting Co. (Western Division) 
National Transitads 


New York Amsterdam News 
New York Journal-American 
New York Times 

Norfolk Journal and Guide 


Oakland Tribune 
Ogden Standard-Examiner 
Oregonian, The, Portland, Ore, 


aw ne Bulletin 
iladelphia Daily News 
Philadelphia Record 
Pittsburgh Press 

Port Arthur News 

Prairie Farmer 

Providence Journal-Bulletin 


Rapid City Journal 
Rock Island Argus 


Sacramento Bee 

St. Joseph News-Press and Gazette 
St. Louis Star-Times 

San Francisco Examiner 
Schenectady Gazette 

Schenectady Union-Star 

Scholastic Roto 

Seattle Post-Intelligencer 


ecrets 

Sioux Falls Argus-Leader 

Southwest American, Ft. Smith, Ark. 
thwest Magazine 

jouthwest Times Record, Ft. Smith, Ark. 

Staten Island Advance 

Syracuse Herald-Journal 


Temple Daily Telegram 
Texas State Network 


WABY, Albany, N. Y. 
Waco News-Tribune and Times-Herald 
Walther League Messenger 
Washington Post 

Watertown Public Opinion 
WAVE, Louisville, Ky. 
WCAO, Baltimore, Md. 
WCBM, Baltimore, Md. 
WCLA, Janesville, Wis. 
WCSC, Charleston, So. Car. 
WCSH, Portland, Maine 
WDAY, Fargo, No. Dak. 
WDBJ, Roanoke, Va. 
WDRC, Hartford, Conn. 
WELI, New Haven, Conn. 
Western Farm Life 

WFBL, Syracuse, N. Y. 
WFBR, Baltimore, Md. 


WHAM, Rochester, N. Y. 
WHBQ, Memphis, Tenn. 
WHO, Des Moires, Iowa 
WHP, Harrisburg, Pa. 

, Topeka, Kans, 


Winston-Salem Journal-Sentinel 
WIS. Columbia, So. Car. 
WJEF, Grand Rapids, Mich. 
WKZO, Kalamazoo, Mich. 
WLAW, Lawrence, Mass. 


wy , . 

WMC, Memphis, Tenn. 
WMUR, Manchester, N. H. 
WNBF. Binghamton, N. Y. 
WOC, Davenport, Iowa 
WOKO, Albany, N. Y. 
WORD, Spartanburg, S. C. 
WOW, Omaha, Nebr. 
WPRO, Providence, R. I. 
WPTF, Raleigh, No. Car. 
WRDO, Augusta, Maine 
WSIX, Nashville, Tenn. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 


Yankee Network, Inc. 
Year Book of Television 
Youngstown Vindicator 


100 £. OHIO ST., CHICAGO 1 


‘THE UNIVERSAL NEED for careful sales planning, as buyers 

become more critical of every product and service, places an increasing 
emphasis on the importance of market studies. Sales managers need factual, 
authentic and disinterested information on markets. Their co-workers in 
the production of sales — advertising managers — need equally specific, 
accurate information about the media which will carry their story to those 
markets most efficiently. 

That’s why leading advertising media file factual presentations of their 
services in The Market Data Book. They know that the first step in 
scientific marketing operations is the study and selection of markets. 

They know too, that when advertisers and agencies are studying mar- 
kets they automatically are interested in the media which cover them. Year 
after year The Market Data Book has become more and more important 
as the first place advertising and agency executives look when vague plans 
begin to become definite campaigns. 

The Market Data Book is a file of market and media data. Its in- 
formation is organized, arranged and indexed for ready reference. It is 
not read from cover to cover, but is used when certain specific facts must 
be located for immediate use in planning sales and advertising campaigns. 

Its 500 pages of text, tables, charts, maps and market analyses make it 
easy to consider the potentialities of a local, state, regional, farm, or national 
market. Media data can be filed in the section describing the market or 
markets served by the medium. A national medium presents its story in 
the section devoted to National Consumer Markets. A farm publication 
files its story alongside data on the Farm Market. A medium serving an 
entire region can locate its reference file adjacent to the section devoted to 
that region’s data. A state or local medium may present information 
covering details of its service in its state or adjoining the story of the city 
to which its service is related. 

This orderly and convenient arrangement of both market and media 
data makes it easy for marketers to locate specific information regarding 
the markets and media in which they dare interested. At the same time it 
presents the ideal opportunity for media to tell their sales story to adver- 
tisers and agency executives at a time when their interest is assured. 

Filing your factual presentation in The Market Data Book is a positive 
and effective method of having a salesman at work for you in the offices of 
all primary sources of national advertising at the psychologically right 
moments for a full year at nominal cost. First forms for the 1947 edition 
close February 1, 1947. Make sure that when advertisers and agencies turn 
to your market section for facts, they will also find the basic story of your 
medium. Send in your space reservation today ! 


[HE MARKET DATA BOOK 


(Consumer Markets Edition) 
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Afra Strike Vote 
in Final Stage 
of Net Parleys 


New YorK—The American Fed- 
eration of Radio Artists’ four key 
chapters have voted to strike 
against the four major networks 
unless their demands for a con- 
tract are met, and network and 
union officials go into final sessions 


Nov. 18 on the key issue. 

Center of the controversy is still 
a clause prohibiting the networks 
from piping programs into any 
affiliate in dispute with Afra. 

The New York, Chicago, San 
Francisco and Hollywood units 
voted Nov. 8 for a strike, but no 
definite date was set. The Nov. 
18 meeting will bring to the net- 
works and agency observers of- 
ficial word as to the Afra position. 
Unless some change occurs on 


either side, the national admin- 


istration of Afra will then decide 
whether and when to call the 
strike. 

The U. S. Conciliation Service 
last week assigned a federal con- 
ciliator to the dispute, but his 
services have not as yet been re- 
quested by either side. 


To Strauchen & McKim 


Strauchen & McKim Advertising 
Agency, Cincinnati, has been ap- 
pointed advertising and public re- 
lations consultant for the Ohio 
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National Life Insurance Company, 
Cincinnati, and the Cincinnati 
Metal Cleaning & Finishing Com- 
pany, Ironton, O. Both will use 
trade publications and direct mail. 


Mastro Names LeQuatte 


Mastro Plastics Corporation, 
New York, maker of Mastro Plas- 
ticolor clothespins, has appointed 
H. B. LeQuatte, Inc., New York, 
to handle its advertising. News- 
papers, magazines and trade pub- 
lications will be used. 
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PRIVATE-LABEL—The new Kroger bread 
wrapper at top incorporates the stylized 
Kroger name, and gives emphasis to 
price. The reverse side of the whole 
kernel corn label gives detailed infor- 
mation about the contents of the can, 
with directions for use and a recipe. 


Kroger to Drop 
Latonia, Other 
Special Labels 


CINCINNATI—More than 40 of 
Kroger Company’s brand names 
are on the way out. The grocery 
chain has announced that a new 
Kroger signature, as well as labels 
and packages, will by the end of 
1947 replace such well known 
names as Latonia Club beverages, 
Country Club coffee, Clock bread, 
Embassy peanut butter and the 
like. 

The new trademark and pack- 
ages, many to be ready within two 
months, were designed by Ray- 
mond Loewy Associates, New 
York. All of the chain’s better- 
grade lines will be marketed under 
the Kroger name, and lower-grade 
items will receive simplified labels. 

“The name Kroger,” Joseph B. 
Hall, president, asserted, “is short, 
simple, easy to pronounce and re- 
member. It tells the customer 
where as well as what to buy. It 
keeps the Kroger name promi- 
nently displayed in the customer’s 
home.” 

Kroger’s name will be displayed 
prominently on all packages, the 
white signature placed against a 
blue background. Packages and 
labels, as well as delivery trucks 
and other facilities, will be half 
in the pastel blue shade and half 
white, with descriptive product 
identification largely on the white 
portion. 

Among products which will con- 
tinue under other brand names 
will be French and Spotlight coffee 
and other lower-grade products. 
Kroger will continue ,to carry a 
variety of nationally advertised 
merchandise in its 2,650 stores. 
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MODERN RETAILING packs the 
hardest hitting wallop in the Sta- 
tionery and Variety Goods field. 
30,000 Retailers 
1500 Wholesaler’s 
Salesmen and their 
Houses 

And offering the Manufacturer of 
Stationery, Toys, Games and Sun- 
dries an unsurpassed method of 
securing contact with the people 
who can move his goods. 


Ask for the folder describing 
your “Unknown Market” 
MODERN RETAILING 


250 Fifth Ave., New York 1, N. Y. 
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John Van Deventer, 
C. 5. Baur Resign 
from ‘Iron Age’ 


New Yorxk—John H. Van De- 
venter, probably the best-known 
business paper editor in the coun- 
try, resigned last week as pub- 
lisher of The Iron Age, to be suc- 
ceeded by Thomas L. Kane, long 
a director of the Chilton Company, 
parent organization of the pub- 
lication. 

Charles S. Baur, business man- 
ager who had been with The Iron 
Age for more than 35 years, re- 
signed at the same time and was 
succeeded by R. M. Gibbs. 

Reasons for the resignations 
were not given, although Joseph 
H. Hildreth, Chilton president, 
told AA that the principals were 
on “the friendliest terms.” Mr. 
Van Deventer and Mr. Baur have 
not announced future plans. 

Mr. Van Deventer, a graduate 
mechanical engineer, began in in- 
dustry as a supervisor of produc- 
tion, then became associate editor 
of American Machinist from 1917 
to 1920. From 1921 to 1930 he 
served as president of the Engi- 
neering Magazine Company which 
published Industrial Management 
(later merged with Factory) and 
Industry Illustrated. 


Dean of Editors 


He joined The Iron Age in 1930 
as a consulting editor, and be- 
came its editor in 1931. During 
the past 16 years he has estab- 
lished himself as the unofficial 
“dean of business paper editors,” 
and has recently been chairman of 
the business paper committee of 
the Committee for Economic De- 


“TRAVEL IS 
ALWAYS BETTER 
OVER A 

PAVED ROAD” 


e Remember Paavo Nurmi, the Fly- 
ing Finn? He came to this country in 
1925 and showed his heels to some 
good Yankee racers. As a result of 
this favorable publicity, Finnish bonds 
went up five points in a week. 


Then there was Queen Marie of Ru- 
mania. She came here about the same 
time. In New York, she had her pic- 
ture taken accepting a bouquet of 
roses from Grover Whalen. In Chi- 
cago, she posed patting a Hereford 
steer on the nose in the Union Stock- 
yards. That visit put over a big issue 
of Rumanian bonds. 


They probably would have made good 
advertising people—Nurmi afd Queen 
Marie. They seemed to know the “tie- 
in” between good publicity and financ- 
ing. They knew “travel is always 
better over a paved road.” 


Investor familiarity with the borrower 
—even if it extends just to being able 
to recognize the borrower’s trade-mark 
— may mean the difference between 
success and failure of a_ security 
offering. 


When you advertise in BARRON’S 
your trade-mark is seen by a market 
you must sell. And it reaches this 
market against a background of edi- 
torial excellency that for twenty-five 
years has won the confidence and ac- 
ceptance of important business people. 


Add to this, BARRON’S economical 
rates. A campaign consisting of thir- 
teen 8 x 10 advertisements costs about 
the same as a single insertion in most 
recognized business magazines. 


BARRON'S 


INATIONAL BUSINESS AND ero 
40 New Street, New York 4, N. Y. 


velopment. 

Mr. Baur’s successor, Mr. Gibbs, 
joined the publication four years 
ago as representative in its Pitts- 
burgh office. 


Hotpoint Elects Nance 


James J. Nance, formerly vice- 
president and director of sales of 
Zenith Radio Corporation, has 
been elected executive vice-presi- 
dent and a director of Edison Gen- 
eral Electric (Hotpoint) Appliance 


Crowell-Collier 
Promotes Messler 


NEw YorkK — Crowell - Collier 
Publishing Company has appoint- 
ed Robert T. Messler circulation 
director to succeed the late John 
S. Brehm. From 1922 until the 
time of Mr. Brehm’s death two 
weeks ago (AA, Nov. 11), Mr. 
Messler was assistant circulation 


director of the company, a post he 
has held since August, 1939. 

Mr. Messler has been active in 
magazine circulation for 39 years, 
having joined the old Crowell 
Publishing Company as an assist- 
ant in the circulation department 
in 1907. In 1914, when the late Mr. 
Brehm joined the organization, he 
became manager of newsstand 
sales. Crowell- Collier publishes 
American Magazine, Collier’s and 
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Joins Hixson-O’Donnell 

Pat Warfield, former NBC news 
editor in Denver, has joined the 
public relations department of 
Hixson-O’Donnell Advertising, Los 
Angeles office, to handle copy and 
radio material. 


Gregory Advanced 


Jack Gregory has been pro- 
moted from the production depart- 
ment of Allied Advertising Agen- 
cies, Los Angeles, to the position 


Company, Chicago. director. He will continue as a|the Woman’s Home Companion. of account executive. 
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So a You'll find a big parade of famous automotive 
products in SAJ month after month. Practically all 
° manufacturers of piston rings, brake lining, batteries, 
3 etc., are placing their top schedule in SAJ. Leading 
o i equipment manufacturers, too, are using SAJ’s pages 
3 real GS to fill the Southern gap in their national schedule. 


SAJ’s advertising jumped to 970 pages the first nine 


months of 1946 against 786 last year—a 24% gain. 


You can’t afford to miss the SAJ market. For in the 
t 19 Southern and Southwestern states 32% of the 
nation’s automotive outlets are serving 9 million regis- 


, tered motor vehicles. And SAJ is the only means of 


eo 


adequately covering this great market. 


With its A.B.C. circulation up 10% over 1945, SAJ 
now delivers 22,000 copies monthly reaching prac- 
tically all jobbers and distributors, and the large 
majority of car dealers, garages and larger service 
stations throughout the South and Southwest. For 
blanket coverage of 14 of your national market be sure 
SAJ is on your schedule. 


GRANT BLDG. 
ATLANTA 3, GA. 


COTTON — SOUTHERN POWER & INDUSTRY — SOUTHERN HARDWARE — ELECTRICAL SOUTH — SOUTHERN BUILDING SUPPLIES 
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Gurley Named W. Mgr. 


Leroy R. Gurley, formerly vice- 
president of the T-Z Railway 
Equipment Company, Chicago, has 
been appointed western manager 
of Railroad Equipment, Nautical 
Gazette and Ships Manual with 
headquarters in Chicago. Because 
of his wide experience in the rail- 
way industry, he will also serve 
as an adviser to the editor of Rail- 
road Equipment. 


572 Division Ave., S$. Grand Rapids, Mich 


) More Reynolds 
Pens and Rocket 
Form New Package 


Cuicaco—With unusual haste, 
reven for itself, Reynolds Pen Com- 
pany is shipping direct to dealers 
its new Rocket “Threesome,” a 
set of three ball pens to retail at 
$9.99 for the Christmas trade. 

Reynolds, which a year ago 
hurried to bring out the first ball 
pens long before others were 
ready, is rushing its new three- 
pen set to get it on the market 
in time to meet the holiday de- 
mand. Jobbers will receive usual 
full credit for the business handled 
direct. 

Franklin Lamb, president of 
Reynolds, told jobbers that the 
pens—the 7%-inch Rocket intro- 


duced recently and two new mod- 


els, a medium-length Rockette 
and 4%-inch “Stubby Rocket”— 
must have national distribution at 
once in time to benefit from full- 
page newspaper ads to appear 
Nov. 24 and Dec. 1 in 75 large 
newspapers. 


Uses Comics Extensively 


The newspaper ads will feature 
an illustration of the Rocket 
“Threesome” Christmas package, 
which permits mailing without 
special or additional wrapping. 
The two new models, sold only in 
the three-piece combination, are 
styled like the Rocket. Even the 
“Stubby Rocket” writes “up to 15 
years without refilling for the 
average user,’ the copy asserts. 
The company will also continue to 
sell the $3.99, 7%4-inch Rocket 
separately. 

Reynolds currently is promoting 
the Rocket in one of the largest 
comics campaigns ever used by 
an advertiser. The original fall 
drive for the Rocket in comics 
has been extended to include, 
from Nov. 10 to Dec. 15, color and 
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black -and- white insertions in 
about 100 newspapers having a 
total readership of more than 75,- 
000,000, Reynolds reports. 

In his letter to distributors, Mr. 
Lamb said: 

“We are in no way attempting 
to sell the retail trade direct ex- 
cepting in this one instance. This 
is an emergency. We want you 
to have the credit for the dealer 
business and we know of no bet- 
ter way of helping you than by 
getting small merchandise ship- 
ments in the hands of these deal- 
ers in this manner. 


Had Planned $12 Price 


“We are carrying all accounts. 
We are assuming all risks and ex- 
penses. .. When your dealer pays 
for the three ‘Threesome’ sets 
which have been sent to him, a 
check for $3 will be forwarded to 
you.” 

To dealers he explained that 
“within the past week we came 
to the conclusion that we would 
present the enclosed Rocket ‘Three- 
some’ to the trade in January, at 


... and here is the evidence > 


@ From September 22 to September 30, inclusive, more 
than 600,000 Sunday Record families—and nearly 300,000 
daily Record families—continued to buy and read the ad-less 
Record despite thin editions printed wholly, or in part, on 


Telesioms ae Cate 


fram unless its de- 
Gare character is in- 


b 
symbol shoe, oe 


ceding the address. 


vv toy 


UNIO 


brown kraft wrapping paper. 


4) During this period when Record families were deprived 
of access to retail advertising in their favorite newspaper, 
sales in Philadelphia department stores and women’s ap- 
parel stores fell off sharply in relation to the Federal 
Reserve index for the overall Philadelphia district (60 


counties). 


© when advertising was resumed in The Record after a 
nine-day lapse, City of Philadelphia retail sales returned 
to—and held—their normal relationship with district sales. 


@) Phitaceiphia merchants experienced a costly and con- 
vincing demonstration of the fact that no other newspaper 
influences the buying habits of the exclusive liberal seg- 
ment of the Philadelphia market represented by the Record 


reader audience, 
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* September, 1946, as reported to Philadelphia Merchants’ Association. 


This chart shows the relationship between 
the Federal Reserve department store index 
for the Philadelphia District (represented 
as a base by the cross-hatched line at the 
top of the chart) and the department store 
and women's apparel store indexes for the 
City of Philadelphia (represented by graph 
lines). Each numbered horizontal line rep- 
resents one percentage point variation be- 
tween the city indexes and the district. 
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NEW REYNOLDS ROCKET THREESOME 


1 THE ROCKET See! = OE ROR *: 2 
_ All 3 ia This Smert, Reody-to-Mail 
Gitt Pack! 
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MORE ROCKETS COMING—Reynolds 
Pen Co.'s 7!/,-inch Rocket and new 
Rockette and Stubby Rocket will be an- 
nounced as a "Threesome" package in 
this full-page ad in 75 newspapers 
Nov. 24 and Dec. |. MacFarland, 
Aveyard & Co. is the agency. 


a price of $12. After having shown 
it to several of our key retailers 
they prevailed upon us to get it 
out now because of its Christmas 
gift value. Their response to the 
plan is such that we can see a 
far greater volume than previously 
anticipated and because of this, 
we decided to bring the price 
down to $9.99.” 

MacFarland, Aveyard & Co. here 
is the agency. 


Pyrex Will Offer 
Gift-Boxed Sets 
in $4.90 Bargain 


Corninc, N. Y.—The consumer 
products division of Corning Glass 
Works will break a nationwide 
magazine and newspaper Christ- 
mas campaign Nov. 23, offering 14 
pieces of Pyrex ware, gift-boxed, 
for “only $4.90.” In a dealer pre- 
view, Corning booms, “your profit 
will be nearly $2 on the $4.90 
sale, if you buy in 10-case lots.” 

Consumer copy will feature an 
ll-piece Pyrex ovenware set “for 
baking, serving, storing,” for $2.45, 
and a three-piece flameware set 
for $2.45—both for $4.90. Full- 
color advertisements will appear 
in 16 magazines as well as The 
Christian Science Monitor and 118 
Sunday newspapers’ throughout 
the country. 

Magazines scheduled include the 
Nov. 23 Missouri Ruralist and Sat- 
urday Evening Post, and December 
issues of American Home, Better 
Homes & Gardens, Country Gen- 
tleman, Dakota Farmer, Family 
Circle, Farm Journal, Good House- 
keeping, Household Magazine, 
Ladies’ Home Journal, McCall’s, 
Progressive Farmer, True Story, 
Woman’s Day and Woman’s Home 
Companion. 

Batten, Barton, Durstine & Os- 
born, Buffalo, is the agency. 


Gilbert Joins Willard 
Erskine F. Gilbert, formerly as- 
sociated with Jam Handy Organi- 
zation, has joined Willard Pictures, 
Inc., New York, as writer-director. 
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rd | The best view of the action in St. Louis’ Grocery Store ---and did you know that more tha of the 
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y Organi- Market belongs to GLOBE-DEMOCRAT advertisers. As a plus St. Louis Market is outside the City Limits ? 
ictures, 


'-director. 


service, they’re furnished with a continuous survey of 
That means you really have to “get around” in the St. Louis area. 


And you can. Just come along in the St. Louis Globe-Democrat .. . 


retail grocer sales and inventories. 


With this constant information about 450 products in 27 it’s the city’s only daily that even claims to cover successfully the 
grocery store classifications, it’s easy to know what’s-what surrounding area... 87 rich counties in Eastern Missouri and 
and what-will-be concerning the effects of the price, pack- Southern Illinois. 


aging, merchandising and advertising of both your product 


} and your competitors St. Lonis Globe-Demorrat 


| e . °* @ 
| From any point-of-view, GLOBE-DEMOCRAT advertising and 
| this GLOBE-DEMOCRAT survey give four-star performances, 
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MORE ADVERTISERS USE MORE SPACE IN FIELD & STREAM 


THAN IN ANY OTHER OUTDOOR MAGAZINE! 


Advertisers’ acceptance is the key to leader- 
ship in any magazine. If they make it their first 
choice consistently, the reason is obvious—it 
must offer them the greatest value per dollar 
spent. 


In the outdoor field, advertising volume proves 
Field & Stream’s position. Ask any of the many 
advertisers who consistently make Field & 
Stream a “must” on their outdoor lists. They'll 
tell you it’s far more important to reach the key 
sportsman than to reach the most people. 


advertising classification. For example, footwear manufacturers use 
more space in Field & Stream than in any other outdoor magazine. 


eee 5 
a aZI | A aF ~=—SFFiield & Stream leads the field in practically every important 
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CIRCULATION SOARING 


Field & Stream’s circulation—the cream of the 
crop—has grown soundly, steadily, over the years 
in pace with the greatly increased interest in out- 
door sports. Held back by paper restrictions 
during the war, circulation has again started a 
rapid climb. 
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Hold 5-Cent Price, 
Grapette Company 
Urges Botflers 


CAMDEN, ARK.—Another plea 
for holding the five-cent price line, 
matching that made recently by 
Phil Wrigley, has been made, this 
time by Tom F. Green, sales direc- 
tor of the Crapette Company. 

In a letter to all bottlers of 
Grapette soft drink in the U. S., 
Mr. Green explains that his com- 
pany, which supplies syrup to 
franchised bottlers, has demon- 
strated its “faith in the five-cent 
field by absorbing costs so that the 
consumer might continue to pur- 
chase a Grapette for a nickel. If 
bottlers of Grapette do not hold 
the price line and retail prices are 
forced up, then there will be no 
reason for us to continue to ab- 
sorb extra ingredient costs.” 

Backing up his plea, Mr. Green 
observes: 

“We are not dreamers . .. and 
recognize that it will not be pos- 
sible to hold the line at a con- 
tinued financial loss. 


Would Hurt Dealers 


“But we do believe it is the re- 
sponsibility of every member of 
the soft drink industry to earn- 
estly try to hold the five-cent price. 
And, remember, there have always 
been a few dealers that sold 
beverages for more than five cents; 
there probably always will be. A 
few isn’t all dealers, by any 
means.” 

Reviewing the five-cent product 
field’s history, it is observed that 
the five-cent price has encouraged 


(One best way 


to avoid the crowd 
in Washington is 
to stay out of the 
Times-Herald. 
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National Representative 
GEO. A. McDEVITT CO. 


volume by its appeal to all income 
brackets, “particularly the average 
income bracket” and, importantly, 
to children; such a_ price has 
proved correct for an “enormous” 
market of soft drinks, ice cream 
cones, candy, chewing gum, etc.; 
prices of six, eight and 10 cents 
have proved unsatisfactory in the 
past. 


Fear Buyers’ Strike 


“We have experienced two ter- 
rible strikes,’ Mr. Green con- 
tinues. “First, labor against our 
basic industries — coal, _ steel, 
transportation, automobiles. Sec- 
ond, meat producers for higher 
prices. Both were bad and resulted 


in higher prices. The third strike 
may be the strike to end all strikes 
for a long period—a consumer’s 
strike. A consumer strike against 
increased soft drink retail prices 
would quickly. return a competi- 
tive market, regardless of your in- 
gredient cost.” 

The first bottlers who might in- 
crease prices to 10 cents a bottle, 
he suggests, probably will be those 
who make 12-ounce beverages, be- 
cause their ingredient, bottle, sel- 
ling and delivery costs are higher 
than those of “six-ounce competi- 
tors.” Further, he suggests, the 
“12-ounce beverage bottlers and 
manufacturers may believe they 
would have a marketing advantage 
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if soft drink retail prices can be 
pushed to 10 cents per bottle.” 

It is pointed out that 100 cases 
of 6-ounce Grapette, sold in 30- 
bottle cases, have a $100 whole- 
sale value and total weight of 3,- 
000 pounds, compared with 6,500- 
pound weight for a 12-ounce com- 
petitive soft drink. of comparable 
value ($100 for 125 24-bottle 
cases). “The Grapette bottler on 
each $100 worth of wholesale vol- 
ume delivers almost two tons less 
than his 12-ounce competitor,” Mr. 
Green points out. Thus, he indi- 
cates, bottlers of 6-ounce drinks 


can longer afford to maintain 
lower prices. 
Grapette Company’s costs, he 


continues, have recently increased 
greatly because of higher labor, 
material and research costs and, 
if bottlers decide to charge more 
than five cents per bottle, the com- 
pany will increase the cost of its 
syrup. Mr. Green’s letter quoted 
Mr. Wrigley’s recent statement 
(AA, Oct. 21) announcing Wm. 
Wrigley Jr. Company’s plans to 
keep the five-cent price on, its 
chewing gum. 


Joins Dallas Agency 

Juann Jordan, formerly a copy- 
writer with Neiman-Marcus, Dal- 
las, has joined the Wilhelm- 
Laughlin-Wilson Advertising 
Agency, Dallas. 


Your Business —Your Client— 


Needs Fewer New Customers 


Than You May Think 


Newsweek delivers ‘‘the top 700,000” 
key families. So it’s your direct way to 
get the most valuable customers in 
America — and get them at low cost! 


@ Many advertisers and media men buy 
theoretical coverage. They’re after “‘cir- 
culation.” They like to see black and 
gray ink cover the entire map. 

But sales increases and net profits are 
often something else again from “‘cover- 
age.”’ Sales increases depend mainly on 
one simple factor—how many new cus- 


who influence others may produce such 
dramatic sales increases. 


To illustrate—just imagine that the top 


700,000 American families — professional 


tomers a business gets. 


That’s why concentrating on key 
families with money to buy, business 
men who control corporate and institu- 
tional buying, and people in top positions 


men and leaders of business, industry, 
and government—all lived in one com- 
munity. That’s where you’d want to ad- 
vertise. And Newsweek selects that 


community of “the top 700,000.” 


methods—and... 


So concentrate your advertising in 
Newsweek and get this tremendous ad- 
vantage over multi-million circulation 
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Lander Cosmetics 
Budgets $50,000 


NEw YorK—The Lander Com- 
pany, which for 20 years has dis- 
tributed a complete line of 
toiletries through variety, depart- 
ment and drug stores, has set aside 
more than $50,000 for advertising 
and promotion and switched its ac- 
count from Ruth R. Ross, Adver- 
tising, to Reiss Advertising, New 
York. 

Advertising plans call for pro- 
motion of the Lander iine of tal- 
cum, face and hand creams, bril- 
liantine with olive oil, hair po- 
made, wave set, nail polish re- 


'|mover, Dorothy Reed lipstick and 


Dixie Peach hair pomade. Color 
pages and two-color, two-column 
insertions will appear in the Dell 
Modern Group, Ideal Women’s 
Group, Motion Picture and Photo- 
play. Negro magazines and news- 
papers will be used exclusively for 
Dixie Peach hair pomade. 

The company will build a plant 
in California “as soon as condi- 
tions permit” to increase deliveries 
in the West Coast area and to help 
meet an expanded export business. 


Named Local Ad Manager 


G. F. Blessing has been ap- 
pointed local advertising manager 
of the Bulletin, Bend, Ore. 


Issues Catalog of Ads 


“Modern Art in Advertising” is 
the title of a bound catalog con- 
taining 90 full page advertise- 
ments executed for Container Cor- 
poration of America, Chicago. In- 
cluded in the book’s 120 pages are 
39 plates in full color, photo- 
graphs and biographical sketches 
re! the artists who illustrated the 
ads. 


Promotes Gas Appliances 


The Minneapolis Gas Light 
Company, through McCann-Erick- 
son, Minneapolis, has launched an 
800-line ‘ad series in Minneapolis 
newspapers promoting the modern, 
automatic features built into gas 
appliances. 


Takes Over Radio Quiz 


“Treasure Trail,’ radio quiz 
program which has been sponsored 
for over seven years by the Wm. 
Wrigley Jr. Company, Ltd., To- 
ronto, has been taken over by the 
Lambert Pharmacal Company 
(Canada), Toronto. The half-hour 
show will be used to promote Lis- 
terine toothpaste exclusively. It is 
under the direction of Jack Mur- 
ray, Ltd., Toronto, in cooperation 
ao Lambert & Feasley, New 
York. 


WCOP Promotes Strong 


Kenneth N. Strong, merchandis- 
ing assistant of Station WCOP, 
Boston, has been promoted to the 
position of sales representative. 


“THE TOP 


700,000” 


Cr / 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946. 


...and at the lowest 
cost per color page per 
thousand of any leading 

weekly magazine 


“Can you blame us for being 
proud of facts like the fol- 
lowing ...” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 

@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 70% 
of all retail business is done. 

@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000(nearly 
50%) read The American 
Weekly. 

@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 

@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 
WEEKLY 


“The Nation’s Reading Habit” 
MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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NOW YOU CAN COMPARE 
WITH THE STATE-BY-STATE COVERAGE 


AUDIENCE COVERAGE OF STATES GROUPED © 


Jin THE HIGHEST 12 STATES 
(Plus Dist. of Col.) 


Collier’s reaches 12.3% of population 
LIFE reaches 26.4% of population 
Post reaches 15.6% of population 


—__— | —_— 


Collier’s LIFE Post 
Catlfernia............. 968,000... .2,003,000.. . . 1,183,000 
Washington........... 243,000.... 446,000.... 312,000 
CEG: 68 100 005040644 166,000.... 265,000.... 149,000 
ae 22,000.... 33,000.... 25,000 
IS 6. 54 bak steve 32,000.... 54,000.... 34,000 
I as 2a pata 5 57,000.... 102,000.... 72,000 
oo kas bay owe 128,000.... 213,000.... 129,000 
Delaware............. 24,000.... 57,000.... 31,000 
ee 146,000.... 349,000.... 176,000 
New Jersey........... 281,000.... 807,000.... 491,000 
Connecticut........... 165,000.... 407,000.... 208,000 
Rhode Island.......... 47,000.... 129,000.... 71,000 
Dist. of Colum......... 96,000.... 214,000.... 117,000 


TOTALS 2,375,000 5,079,000 2,998,000 


2.1N THE NEXT HIGHEST 12 STATES 


Collier’s reaches 11.2% of population 
LIFE reaches 22.2% of population 
Post reaches 13.1% of population 


—___ Anas ——— 


Collier’s LIFE Post 
New York............. 923,000... .2,393,000. . . . 1,429,000 
WEL oy 0464s pies ees 80,000.... 156,000.... 80,000 
New Hampshire....... 50,000.... 94,000.... 56,000 
ee 30,000.... 66,000.... 42,000 
Massachusetts......... 357,000.... 874,000.... 565,000 
A ae ee 241,000.... 396,000.... 248,000 
Ae eee 725,000... .1,284,000.... 661,000 
I ah a gig hte gti 601,000... .1,258,000.... 808,000 
i eee ee 606,000... .1,000,000.... 529,000 
Minnesota............ 285,000.... 391,000.... 249,000 
I ee eae 232,000.... 312,000.... 175,000 
NS 6:68 4b tone Wl dis 63,000.... 97,000.... 56,000 


TOTALS 4,191,000 8,321,000 4,898,000 


- Continuing Study of Magazine Audiences No. 
8 now offers to advertisers a means of relating their 
local sales figures to local audiences of the 3 mass 
weekly magazines. 


This new study, the first in nearly three years, utilizes 
newly developed research techniques to show not only 
the size and quality of the audiences of Collier’s, LIFE, 
and The Saturday Evening Post, but also the relation- 
ships between those audiences and local sales. 


The charts and figures above show the coverage of 
each magazine in states grouped according to retail 
sales per capita, as well as coverage in the individual 
states in those groups. 


These, and the many other revealing findings of 
CSMA No. 8, now makeAt possible for advertisers to 
have a scientifically accurate measurement of their 
mass-weekly magazine coverage in local areas. CSMA 
No. 8 is now available to advertisers and agencies. 


2 OR On OP Sg sek ee 3 spe = ae Ai pi sti: ae ee sheaieee “PRS G2 il a ei ee eee Silence: ccc SENN ios eR ae ee Ame, ee OE Pee 
ay a eb raid Nice eRe Bs i = > Bh, EO SER Kin, ee ak SS Ml Sek SN re F. VR - : cat zy e ? rs Bee i ee age i ue ‘ 4 F * - 
— 
an aa 
2 3 ae 
ne 
as See fie 
* 
eee ? 
| eee 
ao aries ee 
hee 
> es) ee 
+: pe a 
al os o . 
| LN &> ( 
mh’ miners. 
oe : 
. af - 
iil a T POT 
aa eo fer 
ee ; Po Po 
Bee ee: _ 
i 
ee Be 
= 
Bas 
oe 
ate 
Pe 
ee 
a 
ae 
OR 
ee 
ee 
ee 
— 
ests a0: 
Mie a: 
eine 
ae pa 
; iz ing a TT cE ce TN TT Le NN 8 at OR LL TT 
ae e 
ee 
slg LL TS TT TTL TT ETE LE ALTE OLE LOE SLC LOLOL LOL LE SE TT TE ET NEISSERIA  N S YS AS NSONE 
— 
ast sali 
Pea oe ae 
ae 
i: us ss ep Re 
4 Ria 
ne poe 
«aes 


E YOUR SALES PATTERN © 
E OF THE 3 MASS WEEKLY MAGAZINES 


) 
ED ACCORDING TO RETAIL SALES PER CAPITA 
3. IN THE THIRD HIGHEST 12 STATES 4, IN THE LOWEST 12 STATES 
5 
Collier’s reaches 10.0% of population Collier’s reaches 6.8% of population 
LIFE reaches 19.9% of population LIFE reaches 15.8% of population 
Post reaches 11.0% of population Post reaches 7.6% of population 
Collier’s LIFE Post Collier’s LIFE Post 
Pennsylvania. ....... 397,000... .1,629,000.... 950,000 ssi‘ Ra PA 203,000.... 469,000.... 237,000 
Indiana.............. .361,000.... 572,000.... 314,000 North Carolina........ 200,000.... 481,000.... 196,000 
Missouri.............. 251,000.... 493,000.... 309,000 Georgia.............. 169,000.... 383,000.... 187,000 
rere ee 256,000.... 480,000.... 259,000 Tennessee............ 156,000.... 359,000.... 169,000 
6 ty ee eS ee 242,000.... 340,000.... 206,000 SS ee ee 127,000.... 299,000.... 145,000 
Nebraska............ .157,000.... 210,000.... 122,000 Kentucky............. 123,000.... 297,000.... 162,000 
Oklahoma............ 171,000.... $10,000.... 161,000 Alaboma............. 142,000.... 321,000.... 142,000 
Texas................527,000....1,078,000.... 513,000 West Virginia.......... 115,000.... 261,000.... 149,000 
a eee 57,000.... 127,000.... 50,000 South Carolina........ 100,000.... 252,000.... 101,000 
North Dakota.......... 43,000....  80,000.... 51,000 Arkansas............. 86,000.... 200,000.... 105,000 
South Dakota.......... 48,000.... 88,000.... 53,000 Mississippi............ 96,000.... 219,000.... 103,000 
Arizona.............. 64,000.... 115,000.... 70,000 New Mexico.......... 43,000.... 87,000.... 50,000 
TOTALS 2,774,000 5,522,000 3,058,000 TOTALS 1,560,000 3,628,000 1,746,000 
MILLIONS 
25 
2,550,00 
HERE de THE : . 
20 NATIONAL WEEKLY MAGAZINE AUDIENCES 
i (From Report #8, Conti ing Study of Magazine Audiences) 
5 |— 
12,700,000 
10,900,000 
10 | 
5 |- ” 
...Now more than 22% million readers every week 
Oo — = Ss the largest weekly magazine audience in America 
"POST COLLIER’ LIFE 3 di 
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New Opportunities 


for Effective Selling 
in the Market Place of the Light Construction Industry 


Write today for new brochure which gives 
full information about the dynamic new editorial 
program geared to more effective selling. It de- 
fines, for the first time the light construction 


chandisers. 


\inericun 


Wy 


industry, its markets, its merchants, its mer- 


Sent tak cee 


‘Relevant Truth’ 
Required in Ads, 
FIC Head Insists 


Freer Says Consumer 
Agitation for Facts 
May Become 'Roar' 


CINCINNATI—With the increased 
use of packaging which prevents 
consumers from using taste, touch 
and sight to confirm presale im- 
pressions, there is greater obliga- 
tion than ever for advertising to 
be more than “a mere substitute 
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he explained, ‘“‘but as the scope of 
these values is enlarged in a par- 
ticular advertisement, the greater 
becomes the need for relevant 
truth as a competent guide to the 
use of the products.” 

He saw the rise of “bureaus,” 
“institutes” and consumer “re- 
ports” as evidence of some public 
approval of proposals for author- 
itative or official sources of con- 
sumer information. 


May Become a ‘Roar’ 


Unless advertising concerns it- 
self with supplying this informa- 
tion, “this polite consumer agita- 
tion will become a roar for estab- 
lishment of machinery bypassing 
the advertiser,” he warned. 

Improvement in advertising has 
been brought about in the past 30 


€ Banc Prooocs Menonwose 


Published every other Saturday 
139 North Clark Street Chicago 2, Illinoi 


years largely “by those who expect 
to be in the same business tomor- 
row, next year or for years to 


for honest market information,” 
FTC Commissioner Robert E. 
Freer told the Advertisers’ Club 


here Nov. 6. 

“I imply no blanket condemna- 
tion of advertisements or commer- 
cials solely because they stress 
the subjective or emotional values,” 


come,” rather than by government 
regulation, he feels. 

“Like the poor, the fly-by-night 
type ad will always be with us,” 
he said. “Certainly so long as any 


advertising field, depends almost entirely upon you. 


branch of advertising! 


proposals to the advertising field: - 


"Truth in Advertising” is the most potent defense against critics and criticism. Truth 
in labelling, in advertising copy, in illustration, in radio script, in publicity, in every 


To promote scientific Truth in Advertising’ the United States Testing Company, 
Inc., one of America’s greatest laboratories since 1880, offers the following two 


V, 
No Longer a Slogan... Its |. “RT Ist, 
the Life-Blood of you: Industry! 


Advertising, today, is under the white light of publicity. Grade labelling proposals 
and increasing governmental supervision indicate that advertising is coming under 
closer and closer scrutiny. Whether that will react favorably or unfavorably to the 


Submit all advertised products to us for scientific test and analysis. 
Then let us check all advertising claims made for such products. 
This should be done in advance of each new campaign. 


Let us help the advertising industry organize a Certified Group of 
national advertisers whose advertising will be checked and certified 
by us on a regular basis and guaranteed by us for scientific accuracy. 


We shall be glad to discuss these plans with interested executives, either of adver- 


tising agencies or concerns using national advertising. Write or phone. 


UNITED STATES TESTING COMPANY, 


ESTABLISHED 
HOBOKEN, 
WOONSOCKET, R. I. = 


PHILADELPHIA, PA. + BOSTON, MASS. - 


INC. 


1880 


NEW JERSEY 


CHICAGO, ILL. + NEW YORK, W. Y. 


media will disseminate them, since 
they have a one-crop harvest which 
can usually be gotten in the barn 
before the frost of legal proceed- 
ing descends.” 

He reported that complaints 
reaching the commission indicate 
that “at least a segment of the 
public” holds “either an emotional 
grudge or intellectual spite against 
advertising.” 


‘Bordering on the Purple’ 


Protests, “sometimes bordering 
on the purple,” show up as a re- 
sult of advertisements which deal 
with bodily functions, religious be- 
liefs, loyalties and prejudices in 
such a manner as to offend a sub- 
stantial part of the public. 

“Some radio listeners have com- 
plained of bad taste appearing in 
the so-called entertainment part 
of a program, the commercial por- 
tions of which are above reproach,” 
he added. 

In promoting the trade practice 
conference to combat “twilight 
zone” offenses, FTC recognizes 
that the average American busi- 
ness man is no petty pickpocket to 
be hauled into court at every op- 
portunity, Commissioner Freer 
said. 

“It is a hard fact and a basic 
truth that a business man wants 
his competitors to advertise truth- 
fully,” he said, but it is also true 
that upon information or belief 
that one or more competitor is 
“nibbling at truth’s edge,” he may 
adopt tomorrow at his office desk 
“certain practical compromises 
with these concepts of truth in 
advertising which he today enthu- 
siastically endorses when he hears 
them expressed at a luncheon of 
his advertising club.” 


Likely to Follow Through 


“When he shares in making 
trade practice conference rules 
with others, he is apt to see to it 
that his business lives up to them,” 
Mr. Freer said. 

He explained that FTC’s refusal 
to issue advance opinions on ad- 
vertising is based, at least par- 
tially, on a fear that such a course 
“might gradually evolve into some 
species of censorship.” 

Though the commission could 
not pass on proposed copy without 
comprehensive investigation to de- 
termine if there is concealment of 
matcrial facts, such facts are or 
should be readily available to the 
advertiser, he believes. 

“What has been characterized 
as the addition of subjective val- 
ues to selling by means of adver- 
tising cannot do away with the 
need for relevant truth as a com- 
petent guide to use,” the commis- 
sioner maintained. 


Opens Detroit Branch 


John Budd Company has opened 
a Detroit office in the Book build- 
ing. B. C. Anderson-Smith, who 
has for a number of years handled 
the Detroit territory from Chicago, 
has been appointed manager of the 
new office. H. Douglas Day and 
Phil Covington have joined the Chi- 
cago sales staff. 


NBC Transfers Oxford 


Ronald Oxford, former television 
producer on the New York NBC 
staff, has joined the network’s 
radio production department in 
Hollywood. 


No Burton Browne 
client has a 
competitor with 
better advertising 


Ana ADVERTISING 


== Complete Agency Service 


619 N. MICHIGAN, CHICAGO II + DEL. 8308 
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PHILLY'S FIRST—Don Saxon, 


“quiz- 
master" on the Sears, Roebuck & Co. 
television show, “Visi-Quiz," hands a 
prize to a winning studio contestant. 
The show, televised Nov. 7, inaugurated 
the first network video series ever to 
originate from Philadelphia. Philco's 
WPTZ, which originated the program, 
relayed it to NBC's WNBT, New York, 
and to General Electric's WRGB, 
Schenectady. 


Sears Sponsors 
Network Telecasts 
from Philadelphia 


PHILADELPHIA—Sears, Roebuck & 
Co. on Nov. 7 became one of the 
first four advertisers in the coun- 
try to sponsor a network tele- 
vision show and the first to spon- 
sor an interstate telecast originat- 
ing in Philadelphia. 

On that date ‘“Visi-Quiz,” a 
studio and home audience partici- 
pation show sponsored by Sears, 
Roebuck on Philco’s WPTZ here 
since last Sept. 12, began a new 
four-week series relayed, for the 
first time, to NBC’s WNBT in New 
York by coaxial cable and to Gen- 
eral Electric’s WRGB in Schenec- 
tady by shortwave. 

(During the preceding week 
under recently completed arrange- 
ments between Philco and NBC, 


No one would think of 
half-milking a cow—it just 
wouldn't be practical. 


The INDIANA MARKET 
might be compared to a 
good-producing milk cow, 
yet some advertisers 
leave it half-milked when 
they place their ads 
metropolitan newspapers 
only. 


Advertising in the news- 
papers of The INDIANA 
LEAGUE of HOME 
DAILIES will complete 


the selling and marketing) 


job for any advertiser. 


For complete details contact 


SCHEERER & CO. 


Member of the American Association 
of Newspaper Representatives 


WNBT began relaying to WPTZ 
regularly scheduled television pro- 
grams sponsored by Bristol-Myers, 
Standard Oil and Firestone. These 
were the first commercially spon- 
sored network telecasts to origi- 
nate in New York. 


No Extra Charge 


(The three advertisers are said 
to be paying only the extra cost 
of relaying the programs to Phila- 
delphia, the present number of 
viewers in that city being too 


small to warrant charging for the 
time.) 

Sears, Roebuck’s “Visi-Quiz” 
was built and is produced by Ray- 
mond S. Aarons, account executive 
of Benjamin Eshleman Company, 
Sears’ Philadelphia agency, and 
Raymond E. Nelson, television 
consultant. 

Sears officials are pleased with 
the effectiveness of the show, 
WPTZ reports. A recent telephone 
survey showed about 62% of the 
potential audience had their sets 


turned on, 96% of them were 
tuned to the Sears show, and 84% 
rated the program either “excel- 
lent” or “good.” Another check 
indicated that 15% of the WPTZ 
audience had written in for Sears’ 
catalogs. — 


Nabisco Names Two 
Kimball J. Cranney and Harry 

F. Schroeter have been named as- 

sistant advertising managers of 

— Biscuit Company, New 
ork, 


33 
To Lamb, Smith & Keen 


Real Estate Trust Company, 
Philadelphia, has named Lamb, 
Smith & Keen, Philadelphia, to di- 
rect its advertising. 


CAR CARD ADVERTISERS: 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MIMI. 


kk prs << ila. 


full-time Mutua 
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The Yankee Network announces the addition of these Maine stations as 


WMTW- Portland WFAU- Augusta WJOR - Bangor 


The addition of 
extension of Yankee 


Yankee brings to Maine Mutual coast-to-coast 
and Yankee programs, the complete day and 
night schedule of music, drama, sports, mysteries, 
quiz programs and news. 


these stations is a further 
Network's home-town cov- 


erage — the direct, local impact which gives 


listenership in city, town and neighborhood shop- 
ping centers throughout the state. 

Through these stations and its other affiliate, 
WCOU, Lewiston, The Yankee Network delivers 
Maine's key cities and suburban trading zones 
on a full-time basis. It's the Yankee home-town 
pattern for effective selling. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON 15, MASSACHUSETTS 


Represented Nationally 


teceptance 2 THE YANKEE NETWORK'S Foundation 


THE YANKEE NETWORK, 


INC. 


by EDWARD PETRY & CO., INC. 
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Fairchild Elects Two 


Fairchild Industries, Inc., Bur- 
lington, Vt., wholly-owned sub- 
sidiary of Fairchild Camera & 
Instrument Corporation, Jamaica, 
N. Y., has elected Sherman M. 
Fairchild chairman of the board, 
and James S. Ogsbury, president 
and a director. 


Farrell Names Lindsay 


Lindsay Advertising Agency, 
New Haven, Conn., has been ap- 
pointed to handle the advertising 
for a new line of toys by Anne 
Farrell. A wide spread consumer 
campaign supplemented by sales 
merchandising and sales promo- 
tion aids will be used. 


FIC to Demand 
Disclaimers on 
Patent Medicines 


Drug Makers Watch 
Test Case Involving 
Carter's Liver Pills 


WaASHINGTON—Determination on 
the part of FTC’s legal staff to 
tighten supervision over adver- 
tising for proprietary products was 
reflected this week as trial attor- 
neys asked an order requiring 
Carter’s Little Liver Pill sales lit- 
erature to contain disclaimers out- 
lining the product’s limitations as 
well as its uses. 

Because the decision would 
greatly increase responsibility of 
firms selling drug products for 
self medication, and because it is 
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a borderline area where FTC over- 
laps authority of the Food and 
Drug Administration, the Carter 
case is considered one of the most 
important on the commission’s 
calendar. 

In stating the recommendations 
of the commission’s trial staff, At- 
torney Fletcher G. Cohn “urged” 
that’Carter be compelled, when re- 
ferring to symptoms of constipa- 
tion, “to make it perfectly clear 
to prospective users that such 
symptoms may be due to innumer- 
able causes other than constipa- 
tion.” 


‘Syrupy, Seductive’ 


He cited, as an “especially vi- 
cious form of misrepresentation,” 
attempts to make the average lay- 
man believe that all the various 
symptoms enumerated in Carter 
advertising are due to constipation, 
and that use of Carter’s prepara- 
tion will cause him to be relieved 
of these symptoms. , 

“In the name of the many gul- 
lible persons who listen to the 


syrupy, seductive and _ enticing 
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STATION WMICGCA NEw vorK 


TAKES PLEASURE IN ANNOUNCING 


THE APPOINTMENT OF 


FREE & PETERS oc. 


AS ITS EXCLUSIVE REPRESENTATIVE 


NATIONALLY 


* 


Commencing Novemtben Ait, 1946 


e You'll be hearing and seeing a lot of WMCA in the 
months to come. With the addition of Free & Peters to our 
own sales staff in New York City, WMCA now gives you 


a crack team of representatives—a team working 


constantly to provide maximum service and information to 


our advertisers and their advertising agencies. 


e WMCA account executives and Free & Peters represen- . 


tatives will keep you posted about the latest availabilities 


on the station. . 
distinctive live and recorded musical programs famous 

at WMCA... guide you in reaching the largest audience for 
your product at the lowest cost through spot campaigns. 

e The Free & Peters offices in Chicago, Atlanta, Detroit, San 
Francisco and Hollywood—plus its New York organi- 

zation and the WMCA staff —join in the station’s greatest 
effort to establish direct, informative contact with its 


. help you produce for your clients the 
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clients from coast-to-coast, bringing you up-to-the-minute 
data on WMCA—data on programs that sell! 


AMERICAS LEADING 


FIRST ON NEW YORK'’s DIAL | 
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words of the radio announcer,” he 
asked an order which in effect re- 
quires Carter to state clearly that 
symptoms like those of constipa- 
tion may be due to many causes 
in no way related to constipation; 
that even if they aré, the product 
may provide only temporary re- 
lief; and if they are not, the prod- 
uct will not help. 

With the commission making 
similar demands against American 


Dietaids Company (AA, Nov. 4), — 


and with its staff relying heavily 
on the testimony of eminent med- 
ical authorities who are hostile to 
“self medication,” proprietary in- 
terests consider their industry has 
a great stake in the commission’s 
final findings. 


Quotes Ivy, Palmer 


Mr. Cohn’s brief referred fre- 
quently to statements of medical 
authorities questioning the wis- 
dom of encouraging self diagnosis. 
One commission witness, Dr. A. C. 
Ivy of Northwestern University, 
warned that such advertising 
“would increase the number of 
persons in our population who de- 
pend upon laxatives and cathar- 
tics.” 

Another doctor, Walter L. 
Palmer of the University of Chi- 
cago, fears that many persons hav- 
ing one of the “alleged symp- 
toms” start taking Carter’s Little 
Liver Pills “whereas he probably 
is not constipated at all.” 

“If the symptoms are not re- 
lieved ordinarily through a normal 
diet of three meals a day, then 
their cause is related to something 
else, not related to constipation,” 
Dr. Palmer testified. 

Commission attorneys noted 
that carefully controlled tests at 
the University of Pennsylvania 
Hospital demonstrate no difference 
in the bile output of 11 patients 
who used Carter’s Little Liver 
Pills. These tests, conducted by 
the Food and Drug Administra- 
tion in preparation for another 
action against Carter which is 
pending in federal court, came 
within 99.44% of determining ac- 
tual bile production in the liver, 
FTC said. 

Mr. Cohn contended that current 
disclaimers in Carter advertising— 
that the product is only intended 
“to wake up the laxative juice” 
and that disease of the liver should 
be diagnosed and treated by the 
doctor—are in themselves “false 
and misleading” in that there are 
no diseases of the liver which are 
helped by a better flow of bile, 
and, if there were, Carter’s Little 
Liver Pills would not increase the 
flow. 


Apex Appoints Kiernan 

Apex Foot Health Products 
Company, New York, manufac- 
turer of arch supports, custom 
built foot appliances and ortho- 
pedic specialties, has appointed 
Frank Kiernan & Co., New York, 
to handle its advertising. Medical 
and trade publications and direct 
mail will be used. 


Strong Promoted 


Kenneth N. Strong, merchandis- 
ing assistant of Station WCOP, 
Boston, has been promoted to 
sales representative. 


LOOK IT UP in 
the MARKET DATA BOOK! 
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2N. Y. Dailies 
Refuse Friends 
of Democracy Ad 


New York—Friends of Democ- 
racy, Inc., generally regarded as a 
radical organization, had difficulty 
last week placing newspaper ad- 
vertising attacking American Ac- 
tion, Inc., a recently formed or- 
ganization which is accused by 
L. M. Birkenhead, national direc- 
tor of the former, of having some 
relationship to the America First 
Committee, which opposed the en- 


trance of the United States into|s 


the world war before Pearl Har- 
bor. 

In copy submitted to the New 
York Times, New York News and 


New York World-Telegram, state-! © 


ments considered by the papers as 
libelous were included, in connec- 


tion with the effort to tie the spon-| 
sors of American Action, Inc., to] - 


the America First Committee. 
Both the Times and the News re- 
fused the copy, which was run in 
greatly modified form by the 
World-Telegram. 

The copy, as originally sub- 
mitted, listed the names of a num- 
ber of business men, legislators, 
association heads and others. The 
revised copy as run in _ the 
World-Telegram merely said that 
“Friends of Democracy has looked 
into the background of American 
Action, Inc., and checked on the 
careers of those who are its or- 
ganizers and supporters and will 
furnish 
quirers.” 

Joseph Gannon, head of the 
Times committee on acceptability 
of advertising, told AA that “we 
took action only on this particular 
ad. It was declined by the Times 
on the advice of legal counsel 
that it was libelous.” 

Thomas J. Cochrane, advertising 
director of the News, told AA that 
the ad was refused by his paper. 
“We are not a common carrier,” 
he said, 
cline any ad we choose.” 


‘Texas Week’ Names Two 


W. Scribner Lovelock has re- 
signed as account executive of 
Grant Advertising, Dallas, to join 
Texas Week news magazine, Dal- 
las, as advertising director. Bruce 
Collier, formerly Texas Week’s 
advertising manager, has been 
shifted to the post of promotion 
director. 


LIGHTER. 


The lighter that made 
the World Lighter-Conscious 


IT'S A GIFT — 
IT'S A PRIZE 


Give a ZIPPO and be pe ape | remem- 
bered—long after other gifts are forgotten. 
ZIPPO Windproof LIGHTERS are again 
available, engraved in color, with your 
company's seal, trade mark, product, slo- 
an, etc. Also’ stock sports ‘motifs such as 
olfer, Sailfish, Bowler, etc. 


Write for price list, giving data as to 

type of engraving and quantity. 
ADDRESS PREMIUM DEPT. 

ZiPPO MFG. CO. Bradford, Pa. 


information to all in-. 


“and we can run or de-: 


Skol, Gallowhur Merge 


Skol Company, New York, 
maker of Skol suntan lotion and 
cream, has been merged with Gal- 
lowhur Chemical Corporation, 
New York, manufacturer of Skat 
insect repellent and sole distribu- 
tor of Skol products. George Gal- 
lowhur continues as president and 
treasurer. John H. Connor, for- 
merly assistant to the president, 
has been named vice-president in 
charge of sales of all Gallowhur 
divisions, and will be in charge 
of advertising, merchandising and 
sales promotion for Skol, Skat, 
Skoltoys, Skolair plastic special- 
pe | Puratized Puraturf and Sun- 


Elect Morrison 
CCA President 


New YorkK—Members of Con- 
trolled Circulation Audit, Inc., 
elected George W. Morrison, ad- 
vertising manager of Ingersoll- 
Rand Company, president at the 
15th annual meeting here Nov. 8. 

Milton F. Decker, Fuller & Smith 
& Ross, was elected vice-president; 
A. K. West, Climax Molybdenum 
Company, secretary; and Glenn 
Sutton, Sutton Publishing Com- 
pany, treasurer, Eighty-five mem- 


bers attended the meeting out of 


a total membership of 163 adver- 
tisers, 65 agencies and 222 pub- 
lishers. 

Seven directors were elected to 
serve three yars. They include, 
for the advertiser group, Robert 
Bennett, General Foods Corpora- 
tion; George Mosley, Seagram Dis- 
tillers Corporation, and Adin L. 
Davis, Worthington Pump & Ma- 
chinery Corporation; for agencies, 
Dan M. Gordon, Ruthrauff & Ryan, 
and M. A. Elliott, Campbell-Ewald 
Company; and for publishers, F. 
Morse Smith, Industrial Equip- 
ment News, and William Watt, 
Industry & Power. 


Make It 
‘Ee the Perfect 


list. 
GUARANTEED oe a 


Just Write or Wire Us 
National Headquarters 
FRUIT BY TELEGRAPH 
Atiantle City, X. 4. 
Phone A. C. 4-3959 
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| HOUSE FURNISHING 
REVIEW 


~ HOW THE HAIRE MERCHANDISING PAPERS 
SERVE THE MERCHANDISING WORLD 


=< 
— 


ae a 
CORSET and underwear 


ie 


; Ie takes. more. e thant p publishing. a trade. ‘magazine each month 


to make‘a ‘merchandising authority. 


Each. Haire Specialized Publication 


hae attained its position of leadership in its field 


by. rendering innumerable plus services 


beyond the pages of the magazine. 


Foe instance — Haire magazines constantly publish 
eupplementary helps for their industries, including 


glossaries, market researches, trend studies, sales training manuals, 
, administrative booklets, store planning manuals, etc., etc. 
Ag | ~ —and make them available 


to the interested personnel of the field. 


By making itself the reservoir of fact, information and help 
on every phase of merchandising in its specific industry, 
each Haire publication has won the respect 


and loyalty of buyer and advertiser alike. 
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36 
U. S. Tire Shifts 3 


Curt Muser, manager of retail 
merchandising activities, has been 
named merchandise .manager of 
the U. S. tires division of United 
States Rubber Company, New 
York. Sidney R. Milburn, man- 
ager of the U. S. service merchan- 
dising department, has been ap- 
pointed to succeed Mr. Muser and 
Karl N. Carter, district manager 
of U. S. tires in Memphis, will 
succeed Mr. Milburn. 


The preferred source 

of daily business news 
for management men in 
the nation’s greatest 
industrial area— 
the Central West. 


4 
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U. §. Statistics 


OK as Rule, but 
Misuse Claimed 


‘Modern Industry’ 
Finds Statistical 
Services Valid 


New YorK—‘“Charges that gov- 
ernment statistics are being tamp- 
ered with wholesale should be 
taken with a grain of salt,” the 
Nov. 15 Modern Industry con- 
cludes after a survey of the facts 
behind the controversy over the 
political use of government sta- 
tistics. 

However, “people with an axe 
to grind will distort or select 
those statistics that suit their pur- 
pose,”’ the article points out. While 
“it’s safe to assume that the figures 


are honestly collected and tabu- 
lated,” it cautions that “statistics, 
however honestly interpreted, may 
not be an exact measurement of 
what they’re supposed to meas- 
ure.” 


Says Figures Misused 


In analyzing two of the most 
frequently attacked government 
statistics, the Modern Industry 
article points out that while the 
figures themselves were reliable, 
they were misinterpreted and mis- 
used in various ways. 

Of the Bureau of Labor Statis- 
tics daily index of 28 basic com- 
modities, which was used by Presi- 
dent Truman to state a 24.8% in- 
crease in 26 days since June 28, 
the article says that “the commodi- 
ties have only a remote link with 
the cost of living, and aren’t sup- 
posed to have any. Taking it for 
what it i#—a_ sensitive daily 
barometer of commodity price 
trends—it’s still a valuable (but 
not infallible) barometer.” 

Charges of unreliability leveled 
at the survey of liquid-asset hold- 
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ings conducted by the Bureau of 
Agricultural Economics for the 
Federal Reserve Board, were also 
the result of misinterpretation of 
the data rather than of the survey 
itself, Modern Industry says. 
While the first release said that 
50% of the country’s spending 
units, held only 3% of the total 
liquid assets, the second release 
stated that 47% of the lower in- 
come groups held 21% of the total 
liquid assets. 


Hits ‘Statistical Jargon’ 


“The confusion arose from re- 
lease of the findings in three sepa- 
rate parts at monthly intervals; 
and use of highly refined statis- 
tical jargon that failed to explain 
at certain critical points exactly 
what the figures meant. In the 
first report, liquid asset holders 
were ranked according to the size 
of their holding, without respect 
to incomes. The 50% of liquid 
asset holders who held the least 
amount of liquid assets accounted 
for only 3% of the total.” 

The article also discusses and 
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Ss 


local 


faa YOAS 


TAN 


Do you know that of all general merchandise sold in the 3072 U.S. counties. . . 
56% is sold in only 50 counties? That 77% is sold in only 200 counties? 
That’s how local business is... even so-called “national” business. 

“National” business is merely the sum total of local sales all over the country. 
And local sales differ from market to market as local consumers differ. 

To any alert “national” advertiser ... this calls for flexibility in advertising. 
Which spells newspaper advertising. With an all-time high of 51,000,000 

daily circulation in the U. S. and Canada... newspapers are the biggest mass 


medium. Yet they are uniquely a local medium. . . enabling you to take advantage, 


market by market, of variations in your own business pattern. Newspapers 


give you controlled coverage . . . build sales where and when you need them. 


Perhaps we can help you with significant market facts. Try us. 


bureau of advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


370 LEXINGTON AVENUE 


NEW YORK 17 


CALEDONIA 5-8575 


prepared by the Bureau of Advertising and published by Scripps-Hcward Newspapers in the interest of more effective advertising 


analyzes criticisms of the Bureau 
of the Census figures on unem- 
ployment, of the Federal Reserve 
Board’s index of automobile pro- 
duction, and of “the famous Wal- 
lace-sponsored analysis of the 
auto industry (raise wages-hold 
prices-raise profits).” The latter 
case, the magazine says, belongs 
to a group which “must be placed 
in a class by themselves.” 


Coincided with GM Strike 


The Wallace study of the auto 
industry, it explains, was “made 
by a Department of Justice econo- 
mist as a piece of extra-curricular 
work to bring in a bit of pin- 
money. He submitted it to the 
Department of Commerce. Wal- 
lace sponsored release of the study 
at a time which coincided (though 
hardly by coincidence) with the 
General Motors strike.” 

But it points out that “the old- 
line statistical agencies, however, 
shouldn’t be tarred with the same 
brush that is swung primarily 
at a political leader.” 

Business men interested in get- 
ting the facts, the article con- 
cludes, can always get them. “Best 
advice for a management man 
confronted with statistics that 
seem to contradict the facts is 
this: Don’t rely on your first im- 
pression. Get the complete report 
that accompanies the figures. 
Check your interpretation of the 
figures with non-governmental 
sources.” 


Boston Agency Adds 2 


Sutherland-Abbott, Boston, has 
been appointed to handle the ad- 
vertising of the Smithcraft light- 
ing division of A. L. Smith Iron 
Company, Chelsea, Mass. National 
magazines and point of sale will 
be used, and newspaper campaigns 
will be coordinated with trading 
area promotions. The agency also 
has been named to handle the 
advertising of United Shoe Ma- 
chinery Corporation, Boston. 


“THE SOUTHERN 
APPLIANCE MARKET 


is BOOMING! 


Southern housewives no longer 
have ‘‘Mandy” or “Addie-Lou” to 
do housework—maids are too expen- 
sive and hard to get. Southern 
women are doing their own work 
now and want all of the labor-saving 
appliances they can get—the minute 
they're available. 


ELECTRICAL SOUTH, with its 
11,000 copies monthly, is the only 
means of adequately covering the ap- 
pliance distributors and dealers — 
hardware, furniture and department 
stores as well as electrical dealers 
and utilities— throughout the 17 
Southern and Southwestern states— 
your fastest growing electrical mar- 
ket. 


—aA 
W.R.C. SMITH Dablishing Qs 


GRANT BUILDING ¢ ATLANTA 3, GA. 
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New York Sines 


¥ a 


what 
makes 

a magazine 
a 
Magazine? 


is it 

acceptance 
by magazine 
advertisers? 


Exactly 965 advertisers— most of them 


first nine months of 1946 in The New York Times Magazine. 


This is an increase of 429 over 
the first nine months of 1945. 


ae 


‘\ Week after week, The New York Times Magazine carried 
more and more all magazine schedules. 


Is your magazine advertising appearing 
in The New York Times Magazine? 


The New York Times Magazine 


magazine advertisers— appeared during the 
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52.4% PLANNING NEW 
FARM BUILDINGS 


A recent survey to determine the building and remodeling plans of New 
England farmers reveals many interesting facts, such as— 


10.5% Planning New Dairy Barns 
15.8% Planning New Poultry Houses 
18.9%, Planning New Roofs 

14.9% Planning Pressure Water Systems 
18.2% Planning Heating Plants 

21.4% Planning New Bathrooms 

54.3°/, Planning to Paint House 


Mail your request now for a complete 
summary of this farm building survey. 


SerTeerteuee sess 


SPRINGFIELD (3), MASS. _ 


Howard Coonley Heads 
World Standards Unit 


Howard Coonley, chairman of 
the executive committee of the 
American Standards Association, 
has been elected president of the 
|new International Organization for 
Standardization after formation of 
the group by delegates from 25 
nations meeting in London. 

Membership in the new group 
will consist of the national stand- 
ards bodies with a _ governing 
council composed of representa- 
tives from 11 countries. China, 
France, Great Britain, U.S.A. and 
U.S.S.R. hold seats for five years, 
with Australia, Belgium, Brazil, 
India, Norway and Switzerland 
holding the remainder. The group 
will work through technical com- 
mittees on which any country 
may be represented upon request. 


Gets Jewelry Account 


Belmar Novelties, Inc., New 
| York, maker of costume jewelry, 
‘has placed its advertising with 
|Robert Isaacson Associates, New 
York. Trade publications and di- 
/rect mail will be used. 
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Rolfs Finds Rare 


Reptile: Debuts 
Custom Billfold 


(Picture on Page 85) 


WEst BEND, Wis. — Somewhere 
in South America there are sgme 
small alligator-like reptiles known 
as Jacaretinga sky-larking about, 
which, until recently, were enjoy- 
ing a fair amount of obscurity. 

Now some of the more glamor- 
ous of the Jacaretinga have, albeit 
at the cost of their hides, gained 
fame through’ Rolfs, a division of 
Amity Leather Products, New 
York, which is making probably 
the first $100 billfold in this gaudy 
postwar world. 

Robert H. Rolfs, president of 
Rolfs, became acquainted with the 
Jacaretinga while traveling in 
South America, Upon learning 
that their hides (it takes three to 


make a billfold) can be tanned to 
make a magnificent leather, he 
conceived the idea of presenting 
what amounts to a custom-built 
billfold. 


Rare As Customers 


| Jacaretinga number only a few 
thousand so that $100 -~- billfolds 
will, of necessity, be comparatively 
rare, not to mention customers, 
who will in all probability be 
somewhat rare themselves. 

Skipping the more conventional 
uses of gold for trim, the company 
confined its use to a bar at the end 
of the billfold, deep enough so 
that the owner’s signature could 
be engraved thereon. All of this 
planning was done before Mr. 
Rolfs discovered that the price 
would be $100. 

Rather than startle the public, 
‘the company conceived a slightly 
less expensive line in the same 
_basic design which will sell for 
about $55, net, and which will also 
/earry the gold signature bar. Cor- 
respondingly, a third line called 
“Monogram,” which will use a 
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“Tf you like to make sure a show is 
good before you buy, you ought to... 


Listen to ABC 


M*** smart advertisers have 
saved themselves a lot of money 
—and headaches— by investing in 
tried-and-proven radio shows on 
ABC...shows that ABC developed, 
put on the air, built an audience 
for, and then sold on the strength 
of their popularity. 


Such a show, for example, is 
Here’s Morgan, which Eversharp 
bought for Schick just three weeks 
after it made its debut on the net- 
work. (Eversharp must have read 
those critics’ raves!) On his first 
sponsored broadcast, Henry turned 
in a Hooper rating of 11.1 with 
40.3°% share of the audience. 


Another alert advertiser, Sterling 
Drug, bought Bride and Groom, one 
week after it started on ABC. 
Recently, too, the Hastings Man- 
ufacturing Co. snapped up I Deal in 
Crime, starring William Gargan, as 
soon as they saw what the show 
was doing audience-wise. (First 
sponsored rating 6.8.) Counterspy, a 
tepflight mystery show, now scores 
an 8.4 Hooper for Schutter Candy. 
The Johnny Thompson Show, Sunday 
afternoon, 15 minutes—now earning 


a 5.5—proved to be just what was 
wanted by the Harvel Watch Co. 
And Policewoman—another ABC- 
developed show — was barely on the 
air before Carter Products decided 
it was what they were looking for. 


What ABC offers right now 


Here is a list of top-drawer sustain- 
ing shows on ABC today—successful 
shows that smart advertisers can 
put to work selling their products 
without risk: 


WILLIE PIPER. A delightful, warm- 
hearted new comedy-drama, written 
by Samuel Taylor (The Aldrich 
Family, Maisie). Ben Gross of the 
Daily News calls it a ““homey and 
wholesome comedy . ..deftly written 
and well acted.’’ And listen to 
Variety! “‘A completely charming 
half-hour . . . pace, production and 
narration were all on a par with 
the script . . .strong material here.” 
A winner if there ever was one! 
Sundays, 6:30 to 7:00 P. M., EST. 


FAT MAN. This Dashiell Hammett 
detective-mystery show .. . building 
a bigger and bigger audience of reg- 
ular fans as the weeks go by... has 
just hit a 9.0 Hooper! That’s a higher 
rating than 76°% of all the commer- 
cial shows on all networks. Mon- 
days, 8:30-9:00 P. M., EST. 


* * * 


PAUL WHITEMAN SHOW. Paul 
Whiteman with the full Whiteman 
orchestra and chorus and soloists 
Johnny Thompson and Eugenie 
Baird, in a program of well-loved 
melodies. Building a steady, loyal 
audience that will mean steady, loyal 
customers for some alert sponsor. On 
ABC Sundays 8:00-8:30 P.M., EST. 


* * * 


FAMOUS JURY TRIALS. Years of un- 
interrupted broadcasting have made 
this one of the best-known programs 
on the air. Week in, week out, it 
earns a good, solid rating—has 
reached 7.8 with 25.2 share of audi- 
ence. A great buy for an advertiser 
who wants a big audience at low cost 
without risk. Hear it Saturdays, 
8:00-8:30 P. M., EST. 


* * * 


SO YOU WANT TO LEAD A BAND. 
Sammy Kaye’s new show combines 
audience participation, prizes, swing 
music, humor and showmanship into 
sure-fire entertainment for the entire 
family. A great variety show a 
sponsor can have on the road night 
after night — working to sell his prod- 
uct in scores of cities through big- 
time tie-ups with local dealers and 
distributors. Now on the air Thurs- 
days 9:30-10:00 P.M., EST. 


* * * 


All these shows are building up 
audiences for advertisers who want 
to make sure they’Il get theirmoney’s 
worth before they buy. They’re 
bound to be bought before long—so 
if you want to pick the show that 
can do the best selling job for you, 
you'd better get the full story from 
ABC without delay! 


American Broadcasting Company 


A NETWORK OF 228 RADIO STATIONS SERVING AMERICA 


gold panel smaller in size, is being 
priced to sell at $20 to $37.50. With 
the advent of the third group, 
Amity is now in a position to sell 
goods from $3.50 up to $100. 


Shoots the Works 


With completion of the Rolfe 
line, topped by its $100, Custom- 
built, comparatively rare billfold, 
Rolfs, in its own words, decided 
to “shoot the works.” 

In full-page space it launched 
copy for Jacaretinga Nov. 9 in 
Business Week, Collier’s, Esquire, 
Fortune, Good Housekeeping, Holi- 
day, Ladies’ Home Journal, The 
Saturday Evening Post and U. S. 
News. From Nov. 9 until Christ- 
mas, at least 10 different ads will 
appear for the new billfolds which 
by then, Rolfs hopes, will be well 
sold. Cramer-Krasselt Company, 
Milwaukee, is the agency. 

In addition to the magazine 
copy, there will be newspaper 
mats for dealers. Salesmen call- 
ing to sell the new billfolds will 
present them in cases in much the 
same manner as fine jewelry is 
shown. Direct mail will also be 
used to prod hesitant buyers. 

In the meantime, everybody is 
hoping that the Jacaretinga in 
South America doesn’t forget to 
multiply. 


Novel Products to Wiley 


Novel Products Company, Long 
Island, manufacturer of jewelry 
findings, has named Walter W. 
Wiley Advertising, New York, to 
direct its advertising. Trade pub- 
lications will be used. 


Plans Corset Campaign 


Flexnit Company, New York, 
maker of Flexnit youth girdles, 
plans to use full color pages in na- 
tional magazines starting late in 
January. Kiesewetter, Wetterau 
& Baker, New York, is the agency. 


FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carrier-deliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority of the homes six 
evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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There’s no “canned music” on your program when 
you use Pictorial Review. Your fingers are on the 
keyboard—and you play whatever tune you like. 


You can play a simple melody for Chicago or Detroit 
alone, for example. Or you can harmonize New 

York and San Francisco. Or you can use all your 
stops for a mighty sales crescendo that spans the 
scale from coast to coast. 


Pictorial Review is an instrument of mighty 

scope and volume—but also of infinite flexibility. 
Whether your sales problem’s national, sectional or 
local—in any one or all of 10 mighty markets— 

P. R.’s your pick for ’46. 


IN 6,000,000 HOMES 
FROM COAST TO COAST 


covering 6 million families in 10 major markets through the Sunday Issues of 


New York Journal American *Milwaukee Sentinel 
Baltimore American Boston Advertiser 
Pittsburgh Sun-Telegraph Los Angeles Examiner 
Detroit Times San Francisco Examiner 
Chicago Herald-American Seattle Post-Intelligencer 


(*Milwaukee Sentinel represented individually by Paul Block & Associates) 


Represented Nationally by HEARST ADVERTISING SERVICE 
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Sun Valley—with 
a Crowd Assured— 
Starts Postwar Ads 


‘Ski Weeks' Head 


New Promotion for 
Union Pacific Resort 


(Picture on Page 85) 


OmMaAHA—Sun Valley, the Union 
Pacific’s land of paradox where 
ice skating is in vogue in summer 
and swimming in winter, is again 
being heralded to a sports-loving 
world in magazine, newspaper 
and business paper advertising 
throughout the country. 

The postwar reopening of the 
year-round resort is scheduled for 
Dec. 21, but much of the publicity 
centers around its “Learn to Ski 
Weeks,” Jan. 5-11 and Jan. 12-18. 

It was in March that the Union 
Pacific learned the Navy would 
relinquish the resort and that it 
led off with its first publicity 
punches. That announcement and 
a series of succeeding stories were 
directed to travel editors of 179 
newspapers and to rotogravure edi- 
tors of 43 metropolitan news- 
papers. Other distribution  in- 
cluded 160 copies of every story 
to the New York offices of news- 
papers and magazines along the 
eastern seaboard. 


Ads Are Started 


| 
| 


teen oe 


Pee 


second, to let the people know 
the resort has done its bit for the 
war effort by providing a re- 


,habilitation and recreation center 


everyone to 


An advertising campaign, now | 


really rolling, was scheduled from 
October through January. 

Union Pacific officials’ here say 
the publicity and advertising was 
beamed with two objectives in 
mind: First, to impress on the 
public that the resort is reopen- 


ing and for general use and re-| 


| 
| 
| 
| 


| 
| 
| 


inform America of its facilities: 


Shmdarh- Times 


has been the buying guide of : 
New Bedford families for over : 
96 years, giving this informatioh : 
to the 4 million people resid- 
ing in its trading territory. 


Is Your New England 
Schedule Including 
NEW BEDFORD? 


Are You Taking Advantage Of | 


One Paper Coverage? 
Those who are tell us of good 


RESULTS. 


for Naval personnel. 

Like Sun Valley, the “Learn to 
Ski” advertising also offers its 
paradox. Union Pacific wanted 
know about its re- 
sumption, yet a month before the 
opening everyone knows that ca- 
pacity business is assured. 


‘Collier’s’ Starts Copy 


Advertising handled by The) 
Caples Company, Chicago, which | 


operates an office in Omaha, is 


channelled to a number of pub-/| 


lication groups, and should hit 
every segment of the sports-loving 
public. 

The Nov. 9 Collier’s carries a 
kodachrome full-color page ad an- 


nouncing Sun Valley’s reopening. 
The Nov. 24 American Weekly 
will carry another color page. Also, 
newspapers in all metropolitan 
cities from coast to coast will 
carry ads this month. Simulta- 


neously, a direct mail-and over- | 


the-ticket-counter campaign will 
get under way. 


Diversified Series 
Among national magazines 


scheduled for two to four inser- 
tions are American Magazine, 
Cosmopolitan, Esquire, Fortune, 


House Beautiful, House & Garden, 
Life, Look, Newsweek, The New 


Yorker, Red Book, Time and Town | 


& Country. 
One series of ads, featuring 
original designs by ‘Pickard vw. 


Sun Valley,” is tagged for the 
fashion magazines—Glamour, Har- 


A 


per’s Bazaar, Mademoiselle and 
Vogue. Another goes to such hotel 
publications as Promenade and 
Kirkeby Hotels Magazine. A third 
is beamed for American Ski An- 


‘nual, Appalachia, Outdoors and 
In, Skating, Ski Illustrated, Ski 
|News, etc. 


Union Pacific’s advertising bud- 
'get for Sun Valley and “Learn to 
'Ski Weeks” will be on a par with 
those of prewar years. The resort 
' was closed in December, 1942, be- 
/eause of wartime conditions and 
later turned over for the use of 
Naval personnel. 

Sun Valley will have all its 
'prewar facilities and attractions, 
and some new ones. A number 
of sports events, including the 
Olympic tryouts, will be held this 
winter. 


dvertising Age, November 18, 1946 


Expands Remedy Drive 


Kress & Owen Company, New 
York manufacturer of Glyco- 
_Thymolene cold remedy, will add 
| American Magazine, Good House- 
keeping and Ladies’ Home Journal 
to its list of national magazines for 
a fall and winter campaign. A 
/new series of advertisements, to 
/run through April, has been pre- 
/pared by the company’s agency, 
Peck Advertising Agency, New 
York. 


Gets Second FM Permit 

FCC has given the Milwaukee 
Journal a conditional grant to 
build and operate another fre- 
quency modulation § station § in 
Wausau, Wis., with a transmitter 
atop Rib Mountain, highest eleva- 
tion in the state. The Journal 
now operates WTMJ-FM in Mil- 
waukee. 


BListening | 


; ii 
eae = 


A 3's ES : Pe » das bs Bee y et At eee a ; P ; ‘ 
0 eae : ; 
Son ae 
os: eas ee 
mers 
ee 
ae 
a 
ye 
= aa 
sae Pe 
Se bad eel 
| 
fs i : ad SY 
ea eC ae 
ear | ee FP 
eee 
aaa ! ¢ ; 
eet: : 
‘ Ce eo ge one 
ee bs one. Rees Sea Siete 
a: i. ee eae , 
oan ame eee, ee a es ee. 
cai a eee cats aioe ae 3 a eS 
he eee a xe. — 3 Se ores ce 3 
; Saas sy ee Ms ee ee Ga: ee 
7 . ay ae — Eo pee ee Bet 2g oe re 8 ee a re aes Tot S| ne. 
‘tala as Ny ig Ng Cs Mit gee ea: youl ie cic gar en Es a re hee [ tam 
aes er eee a ee me SS eer a. 
Means) ci ita: oe ee ESS ie i oie eae Sa Rage ange de MP i AS Bo Bike 
os eee ! ay x BS a he ate Re Rat aed Beg Be e 4 ey 2 
aa 7 ee eee ES Ta Nae CMC 2 caer! Soe : > K i re 
oy. ' a Ci ae Fe er eet EE a mt 
a es : er ‘% Si ain ‘ (atl ae . a 7 A ghee aoe is = a 
Spee nS Se - eae hie ee 2 ‘ a ae 8 ‘ 
Rea , a _—. ie : | SZ eae 
von ae ess f 
. ; —s_ ll . aa .) a 
> & ee Oey 
, ag : ae Aa y é 
c y Bee & ‘ 6 sai ia < 
uf Ss a 7 ; ; ‘ vs - 
4 + ' * Z re - a = GS 
og Nae : 7 i Cf os is = 
_ :, PR ae i eh he . a eee Ne P Bi 
ee Se ie ee ee siieclpuahy Lille : as ee 
: foie elie et t M3 é fe i sls Eats = eae * ie . Oe er ee \ : oe 
i a ; mn s 2) Crete Coe » iy aes are. 
=. db ¢ ‘a re a 
why : 2 i €* 4-Ba 2 ees i 5 
; fa J . &* ; ‘ ee if a af ee " 
: aa 14 % iste os a Pade ae ae 
;” 4 CO, Ot ti ce Fi | Peet i oe ot 
Ss | oe 1 ae 
| | F; eth bo * 3 P a 
“ war Ae : k, vad aps ERT ee ere ot So ee 
1 $ es ye ae ee 7 Bn A a SieGe eft sel ee 
ee ae is sae p Na oe oy a a eee : 
: inte Te rs. a +f eee eae, ie 
Ri aaa oe i fy >" . os 1% : %. Sek pelea ares eae oes . 
ier , e oo OP We Fe ie “Me, * Aa Laat - pone eee ace ee 
By eyaiee a, ae j + el ‘ eo eat ee eens Set road. Se % 
: | ; Bt ie pe j : ee Beg te 2 i ee ER Oe cS, ee 
od : ae hearing %, th ie Pf $ Pa ; + ‘ ee er Bic: Aree ea, arama. eres: 
oa tea sie) a Bs a”, a OP gr 5 pe eo - Sree a Pen _ as: 
7 eae c4 se “ ei ih aie alla Ae 
i : eso> 5" ; ; Y j ae , . - : > ar 
: ee , : ee ie Shs . fh : : 
res. : : es *" hy De Qi aged! 7. * : eee a 
em | eee ree ics as % ah pdt . Sg atten e ee ret ied : Pe oe iee i le ae. 
aan "s ‘ : is é ‘og : - ey = Ee ees “vigil ts Ge a siade eee Gi >) Meier. 
ener Se SS a i bas, a sie can Re ns pamela a saa os 
, ‘ ae el ee ee p sig BS ae ‘ ef yet oe: : Se = Se 
; ; ee ee Sige ee ee et eee ; Se ee se ee _ 
¢ yo eo ge ee ae a . ae a : ee ee en it or oe 
= an peal Se ois > ‘ FOE Ree 
“Seen | ait i — mS a ees we és wae ‘iene Ae ae 
ees _ —_ om a. i oe ‘ oe ‘ 5 ed at 
pew. sees tatetatetatatatatatetetetetptetetetateteetetctetessecsererererereararererstatererececererereretetetecel it ale = aS ee " e.. é Bs. a es a 
ss est Saleen SS Ma ive eet ee Pe ¥ Pa E , a; ae 4 
ea 4s eretetetetetetetete® es.” = reecectatetet etal ae oie a i F ay: 2 ned a ee Lee Pi - 7 , ae a Prine = 
re ae scacesceeccecececeaaast o- — analy Soe ma ay a _ ie Bigs ‘Lae Rat Sg ody a 4 Fr Sm : oy la 2S ee 
GES OG ssceseseseeeeee tea RE CRs en oe 5 ap eath Y eo Oe a steel penne Sameer = 
ee RSS SRROIRIN- rsetecets “SReeae a", a ae ~ ee = 2 Le meee. o> * * By os SiS arenes ee 
SUS ees eisieielneaetemecseiees teteteters Tae oe ae © a : > OE Ge deg Peo ? ; “ 
ae eleleleleletel Sa PRoreterereypiersrersreretereteretet ‘ oteteteter: | ene rt te es cir Gre: = Epa sek ck cos ‘ i 
eo cl Ray RRR RRS Ric ere ees ae 7a ae : re a. | Wome eee ‘ cre 
Co Roaasaas ° RN © ee — *< ee owt. be F ee « eo ae SSRAN 2 
ee RRS rr Besecatatasecs = 3 bet ; Nee Ss Ae ee ie 2 es = we 
: Weegee TE ern a iN ee a Sa 4 a * ieee ae y AG, ee ge 2 p24) poe : ’ ie 2 
Se ee ee ee psisstenste gee ee, ee ‘ He . pie 
oa etetetetate ps emeie y ae eeceneetee | RB Ba B ~. Saas TR ee ea a ee ee ve ’ . $e 
| sea cotetetetece a fa a ee eee cs ee. — ue ces, iy we: ian : ‘7 io 
eee Sushi = a Se 5 5 3 ot ear ae x |) ae 
Bee i Fee SS = a 238 -_ a Bt eh eee ? ; i hk 
ae a eleleleteletetetes = ~ wecererereres | ae. mS args ee 4 re 4 2. 4 
cet ie ae eretetetetetet oat SRR = ees G Sal 4e sa 
i ere eraleleleterey =, eats | : = we : és + 
Al Se oo ™ a F SS ; : ee f a Bed 
ecececscere a = SER : Pe : . 
Se te = ee a m“. . 7 . 
So ee ad es : i (4 “* = . ie. 
Ses oe his es : ae Pe ge ~ #. # piety. aig Teams 
Rees = oS oe aes a - 7 68 LGR LA a » fe das ieee Fig NS i 
Kare i = : - See * tg ae mf Re aa, ! ae 
Sys cereretetetetete denen ee ee ee + ee mal ! me ser Bie td ae 5 ss esata f 
at ecteterecctetetatet eget : am RRR Bie “2 a? pe ye Pad hehe aie 7 
ree SSSI ooo 00. SRS S POD gd oe + hb oe ‘ { goer ot Pee ; 
Bs a! eieiiititiinninceecetsn tsi | “a 7 oe ‘ feos vide Oe we Peed 7 ae 4 ae hon as 
ee eretererece’scelsseserereretetererssesecscarererstereterewstetetaers a stststetetatacacacaterateetatae’e rs Oe e ’ Pian Sige es gt aS : aes ae Tea? 
=| Ss ke a x mee oe . ses pierces | 4 ae a 5 ae ae ; i? er 4 ne oe 9 9 2 OVS. TIGRE = Pee 
are Ss fF we Me ge OP Sie OCs esses) Ma eae is =~. ‘ ’ hd ras je ~ 9 es a ae a 
4 letereteretetetenere Se ee > ne ererereretereres } aot a 4 Si oo 4 a i, gone ee “ . ae . ee Se eee. 
See ens SS se Cote OO Ml es ae Sl ne i eal fp me ee Pee ; ae 47] apres ees ioe an 
Morera. arelstetetetetstetete erste Mctetsteemetctstamc tet cae h ee se) eee 4 .. 1s Be ee Pape 8 4 4 a? ean Paes os 
Ae ae weresesetetesesetetereceteteterecesesececececssssnsissetststststseetstetetsaeess eestor te ae JT arto ot * ue eres 73 eae : 2 J ane ala iia dk ee 
be ie eee ey) ee See” Oe eee SION Or a ky ee Oet eae | er i ‘ UP ire ' 4 Pe as Sa ie bg mPX 3 tye & oer oe hee ees OO ioe Pe Te aoe — 
oP les ea, terete . > x Se EE: eect a a Pere ee ee > eo = Baar 0 Bary ic ee ee # ieee Rios tg eae. 
rs eA eceptete So Ss eae se 4 Gk co eee Ae ee » Bie q tS 9 ieee oe * ae Te eee es, eee 
a WHAT oo ¥ wietetstetetetetetetnenees op + Pod re ie oe ‘ os lea re jeg eo ee Pe i ee ie 
— ising tere oem | ae | ee 3 AS ames a 4 ¢ aaa eS 
a alae a Sy a ys SOO MeN sreceterersteressemorecetererceh | ae 7) : al ee oS Eeaeeeanes eee dell 4 oa e 
ae ereteteterere 5 Soe 5 Se Rees RPO II aetneie | Z i ° : wee Aipaee ta ae Eee : eae > oi aula a oy gil ae } ,, a : 
seer cereearsteta oS 8 See Ree . e & ees Ma eas 5 ae Seen es aes, rane 2 pa ma 
: ae : See Sh & Sere Ss uy Roa a eta oe eae ee os a eee ; 
as SERRRRARE ARREARS eT Al Re ee et ae Sip mack a a! eta ae f eee a ee 
Sp ad areresesesesetegesaseseecerececetetettcssssiinannntesitttinmntst | Pee en we re Te ele eS oe ies ies ents — 2 4 jt 
= oI RoR ENS KR RRRER ERE RRR ARMM OO OO eet: ee pcethas tats a: oor a i ; Po eae 
Oe = saree) erereretetereceSiMatetete® = " SR Ma ea ls es ial oS Pact eee 7 a at . hose , 5 Se a ae 
ae = etetatetetenes oo eee eeetetetatate? ! ees) ci, ‘ ‘ 7 i rg Sree. 7 forest: vee = 1 Nebr sce peer ee eae 
oe SSIES eee: sf Sens ial { ee ae Raa cot DUES SE oe ea eects ee ae eee 2 / Sa eta a fhe 
- te pseitesetitebeteteteseieteseseteterssesesertneeeetecetetnpatsestststsnstetstststsessssssseeteees oe Bae Pm Pas say: ae 1 ae er ees Ns oe ead 
oe a cereleleletatetetetete piptetetpetergeretetatetetete's austs detheteta oi 's's'atstetetetetatatetetete a ie oe ae - as + ier Vines , . . ee ee 
Jae fe drriome Beverecececetaneratetetetetecccetetscatet : ae oS a: rap elon nile ‘ ; LG oe = io i ne ia genre “ge ee Ghai eh crs Re fiae eae” 
Tt “ eetetetetetereteren . Se ‘ otaretotate teeta iP iger ee me ee ta peers oe . we Sagan ag PEI MS ay ea ee eg 2 irs eee! +4 si cde ak = E rere 
tS Sa sresatetetececeteseceret fin: Massachusetts: i ee neo Pe ne ex irr Oe ee ee ae ne ae ee! ‘ 
ee ti SSS Si So SS SSRIS SSR SR SRS SSS RIK | py plans ae =a wate ed Pe en A Sei ey it’) ars EZ : ae tis 3 = ies eae > PEN Pan © . 2 ae onan mee 
euegaen eee sm | Bere soy lire Eats i Vanna ae oP sic: renner es ee fe Nee a Ae ee F oe "a = Serie ae 
i, a ae es a ae ks. i; i ek: Ea mE gs 1 Ge go @e ieee ae ye rst =. fae 7 ss » ge IE ek 
Se cece et - a eos SS Sn ace i ee a Ga ae a ae: ee, ee ee ae RRS ESC oem 
es: bose Ke any. eae i ete, eae) aie - 2 (gegen ate: den = eg Regie eee ny ee ee : apes eee 2, oa are a" “ ne aie: 
 ——— eee otete aan! Seen 2 ee bie pies eee Race ptt eee lo eee - ie . 3 De ee * es. ee, Th eet 
a ‘ cece pee ages: Ava: Te le ;-. iy eT ve eae os ee ch). ata ee ee ; ae ee ie Fn ee ee fy 
se “iste Rs Me ee | Oy sR all eee ; oe cS. meee Bhd oe. Se 
+ ee fo: Be ie; ame a ed ey ae 8S en ee a ate. - ae eee ees . eee Se 
ras erste a ie. ee eee A eet aime ay eats rn eagle .. Pa Fi Rs? ae Bere eG ig lee 
Se - Jeers Kose Smart ie eae dee A ee rong ee ee ‘S eee ey af A ey. ies . ERS eae = eat yee DS See 
a) ae etete ate em ae = = eles a. rg ae SAT ‘: as deg e ena = i Ge ae te ae 7 = ge va 5 a ete ies 
a ps re aes ‘ a oe ee ee 2a : ee a: Age 5) einai ais ae eee a 
eeeuy ; eects es ee ea a: a Sh eee | gs: TRS rarer cere gar mcn T : hol 2 Stee {abate 3 Bt wagiils.< . es ee oes 
ee ee ss eee es ae " a Tie, pee: or gt. ee ec Ce eye 
. : sist oe Re ei ae ee eM yet aul . ae ee i Buse io PR ei Ne den i), 
: 8 pscce se ss Oe ere SOM a= eae, ae — = I ae Pi! Seed 1S ‘d Wee Se * Se oe +a eee a sas cas ce. i: Ae 
ae st wits Bibs. Se RS en ai A en, ee Se eT A a a ia eee ae 
ss ula ai cee aren i ae int a ie has Shp apeeewe oc SPasn eeetce re nes Si A en i Eo emia | Pei) = oe ea 
Wena wet eee Coe, a ; : is ts Se WS pe eth ae ee are A ei poek pee ees J 
sisi et stele, if i q 2 a Saeante Epes a “aly ees ‘at . ee 
Cul : ae Rs : ieee Ra ae wo ne 2 - bo 
: te, ee ee : Fae Se AL A ae See io a erie ‘ 
: ote “ieee pa eee i ak y . athe yet. eg ten tn) ro ee ae <a P’ > 
oe erase ae 3 Bl: ees eS ee ; ioe - pia en ee aes tS 
es ca oh ‘seer ie 5 * : Si ae i ee 5 i E58 td 
ne a Boe ke - " ai 
2 : es = | 
| | ES Pe = _nkES 
= NEW Ee i = sie 
@ BEDFORD _ Tim 05 : / 
BS Standa Dailyand § 
e eit Sal fhe Sunday ase 
Be Rep.by Gilman, Nicoll’ Ruthman 
° 
: 
i 4 es Shee via : Ms 4 bi > os ; ge em 4 2 age Ss, oy . 
, ij s * ee oe « . “ " . cS 7 ¢ ae ; 4 : : 


Advertising Age, November 18, 1946 


Barnes Succeeds Cassey 


Philip Barnes, a member of the 
Weston Electrical Instrument Cor- 
poration, Newark, advertising de- 
partment from 1934 until he en- 
tered the Navy in 1943, has been 
appointed advertising manager of 
the company. He succeeds Sidney 
Cassey, who has retired after 30 
years’ service. 


Lamberton Ads Return 


Fisher, Bruce & Co., Philadel- 
phia, through Gray & Rogers, of 
that city, will resume advertising 
on Lamberton china in December 


¥ 


Home L 


issues of national consumer maga- CHRISTMAS HINTING BEGINS—This 24-sheet poster, showing a holiday- 
zines. wrapped Bendix Home Laundry in a dealer's window, is appearing nationally for 


Bendix Home Appliances, South Bend, Ind. 


Offer New Pension Plan 


An improved pension plan, for | taining the benefits accrued under | those reaching retirement age, has 
all full-time employes of the Des|the old plan and substantially in-| been announced by Gardner 
Moines Register and Tribune, re-creasing the monthly income of | Cowles, president. 


Clark's Gasoline 
Promotes Contest 
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,and an Evinrude outboard motor. 
/Contestants can win one of these 
be one of 97 other prizes by suc- 
'cessfully finishing the sentence, 


pees S ' : 
| with Full-Page Ads) ;; the vest auaits buy Gecause 


| MiILwauKEE—In its first major 
jadvertising effort Clark’s Super 
|Gas division of Petco Corporation 
|is making one of the most general 
|offerings of prizes in a contest 
| promoted via advertising in Wis- 
_consin. 
| The campaign broke Nov. 3 with 
‘full-page ads in the Milwaukee 
Journal and Sentinel and will run 
weekly in Milwaukee and in some 
upstate newspapers through Dec. 
14, when the contest closes. 
Prizes offered include a Ford 
Tudor sedan, Bendix automatic 
home laundry, Norge electric range 


isn’t a matter of POWER 


50,000 or 250 Watts, NBC Western Network 
Stations Deliver Most of the Audience Most of the Time 


Except for the size of potential audiences, 
there’s no great difference among NBC’s 
30 Western Network affiliates. They’re all 
No. 1 stations in rich markets... they pro- 
vide listeners with the best in national, re- 
gional and local programs...they give 
advertisers maximum returns per dollar 
spent. Look at just two: 

kk 


KoB, Albuquerque (50,000 watts, days; 
25,000 watts, nights) is heard regularly 
by 93% of all New Mexico listeners. In 
its home town, in Santa Fe, Clovis and 
Roswell, KOB overwhelms competition, 
averaging 88% of nighttime tune-in 
despite the presence of local network 
affiliates. In the daytime over 70‘. of 
Albuquerque and Santa Fe “listen most” 
to KOB, according to the NBC All-County 
Survey. New Mexico 1945 income was 
80°. higher than the 1941 figure; num- 
ber of radio families was 41% higher. 
Soon huge federal dams will pour more 
water and more wealth into the vast farm 
lands of the state KOB covers. 


NBC WESTERN NETWORK 


SAN FRANCISCO 


HOLLYWOOD 


THE NATIONAL BROADCASTING COMPANY 


A Service of Radio Corporation of America 


KSEI’s 250 watts in Pocatello cover rich 
farming-commercial-vacation areas of 
Eastern Idaho. The All-County Survey re- 
ports an average 91‘, of regular listen- 
ing in Bannock, Power and Bingham 
counties, plus additional circulation in 12 
others. 88 of Pocatello listens most to 
KSEI day and night—a close correlation 
of the All-County findings with the 
R.S.Conlan 7000-call 1946 Coincidental, 
which showed KSEI with 81°, of the day 
and night tune-in, and the R. D. Leach 
1943 Coincidental which gave it 8340. 
kk 


They’re two states apart, these stations, 
serving entirely different peoples, areas, 
and economies. Yet they re the same in two 
vitally important respects: they’re both 
NBC, and they’re both the No. 1 stations 
in thriving markets. Add to their success 
story 28 stations of similar attributes and 
the total is NBC Western Network: the 
quickest, cheapest, most convenient 
method of wrapping the wealthy West into 
a neat advertising package. 


t 


” 


.., in 25 words or less. Judging 
will be under supervision of 
'Reuben H. Donnelley Corporation, 
| Chicago. 

Arthur Meyerhoff & Co., Mil- 
| waukee, is the agency. 


Macy Joins Ollendorff 


Alexander Macy, formerly with 
International Silver Company, 
L. E. Waterman & Co., and P. 
Ballantine & Sons, has joined Ol- 
‘lendorff Watch Company, New 
| York, as advertising manager. Ol- 
lendorff manufactures Gotham 
watches. 


Johns Buys Airport 

Myles Johns, who recently sold 
Station WTMYV, East St. Louis, has 
purchased the Fond du Lac, Wis.., 
airport and has obtained distribu- 
torship rights in Wisconsin for 
Aeronca and Swift airplanes. ~ 


“WE SPEND THOUSANDS of dollars 
to develop our products...why not a 
few cents more to sell them more eas- 
ily in the coming buyers’ market? 


“Why shouldn't our salesmen show 
our line in V.P.D. transparent plastic 
envelopes...either in standard ring 
books or ready-made presentation 
books?** No more messy advertising 
reprints, finger-marked photos, dog- 
eared circulars...not with V.P.D. 


“So I ordered them for all my sales- 
men...and found they clicked. What 
reports: ‘My prospects LIKE to look 
over our line.’ ‘They make a neater, 
snappier presentation.’ ‘Those V.P.D. 
show-window envelopes work so well 
they give me extra confidence.’ 


“Moreover, we're saving money, time 
and trouble because V.P.D. plastic 
envelopes extra protection eliminates 
wasteful replacements of worn-out 
photos and literature.” 


Business firms and individuals have bought mil 
lions of dollars worth of our beautiful, crystal. 
clear holders and covers...the very best on the 
market today. 


The simple ideo of smarter selling with V.P_D. 
is oll yours... just ask your dealer. If he does 
not corry V.P.D., write us. 


*V.P.D. MEANS VISIBLE PROTECTIVE DISPLAY 


**V.P.D. handsome leatherette-covered presen- 
tation books with 16 or 24 transparent, letter 
size windows, come bound in spiral or swing-o 
ring thot takes extra pages up to '/,” thickness. 


JOSHUA MEIER COMPANY 


Dept. 19 
P. O. Box 242, Station D 


New Ycrk 3,N. ¥ 
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WWL 


New Orleans 


FRIDAYS 8:30 PM. 
REXALL DRUG STORES 


WW 870 on 


Your Dial 


shouts its shows 
on car cards 
throughout 
the year 
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NEW ORLEANS | 


DEPARTMENT. OF LOYOLA UNIVERSITY. 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


Export AA Group 
|Forms Own Agency 


Robert Otto, Ed Mazzuchi and 
Henry Dalmases, all former offi- 
cials of Export Advertising 
|Agency, New York, have an- 
nounced that a new agency, Robert 
Otto & Associates, will take over 
the New York and Buenos Aires 
offices of Export, along with a list 
of 35 clients including the export 
advertising of such blue-chip ac- 
counts as Lehn & Fink Products 
Corporation, Consolidated Razor 
Blade Company and Dun & Brad- 
street. 

Robert Otto is president of the 
new agency, Ed Mazzuchi is vice- 
president, and Henry Dalmases is 
secretary-treasurer. Mr. Otto and 
Mr. Dalmases were Export vice- 
presidents and Mr. Mazzuchi was 
art director. 


Offers Retirement Plan 


Providence Journal Company, 
Providence, R. I., has established 
a retirement plan, with all costs | 
handled by the company. The 
main object is to provide every 
regular full-time employe, after 25 
years of consecutive service and | 
at the age of 65, with an income 
for life equal, with Social Security 
benefits, to 50% of his average 
annual earnings during the five 
years prior to retirement. 


Resumes House Organ 


A. H. Heisey & Co., Newark, O., 
glassware manufacturer, has re- 
sumed publication of “Table Talk,” 
|a house organ, which was discon- 
| tinued during the war. Harold J. 
‘Dunham, assistant advertising 


wind a lai” 
evo aeret: 
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Block, Pittsburgh 
Plate Glass Open 
New Store ‘Center’ 


| INDIANAPOLIS — The Wm. H. 
| Block Company department store 
‘and Pittsburgh Plate Glass Com- 
pany are collaborating on a new 


merchandising ‘“first”’—termed the 
nation’s first “data-supported and | 
consumer planned retail glass | 
products merchandising center.” | 

Known as_ Block’s Pittsburgh | 
Plate Glass Center, the merchan- | 
dising unit was designed to help 
establish the future pattern for 
department store selling of glass 
products. It was opened in the 
Block store here Nov. 7. 

The center will merchandise | 
four major glass items, including 
full-length door mirrors, struc- 
tural wall mirrors, plate glass 
furniture tops and framed mirrors. 
Complete merchandising programs 
for each of these four items were 
conducted during the past two 
years, according to the Pittsburgh 
manufacturer, including market 
research, consumer surveys, prod- 
uct packaging and _ presentation, 
and advertising and display. In 
each test, said the glass eRe. | 
turer, at least 90% of the people | 
contacted chose these four items 
as the types of glass products they 
preferred. 


| manager, is editor. 


After study of the market for 


PRINTING 4 


PEPE LEED IIE Ee 


. modern equipment; ample facilities, skilled craftsmen. 


. .. ready any hour of the day, or night, to expertly handle your adver- 
tising in its final phases; plates, type, the press. 


.. . Ad-Setting, Engraving and Printing—all important elements of the 
Graphic Arts —at their best, centered in ONE place —at your finger- 
tips. The new modern way to get things done... right and quickly 


HE FAITHORN CORPORATION __ 


0 NORTH RUSH STREET - CHICAGO 11, ILLINOIS | 


IME © 
IS YOUR GREATEST TREASURE 


.. and, so we offer Faithorn Complete Service in a Time-Saving loca- 
tion—in the center of the Advertising Agency district. 


ii ¥ ee 5 
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KUDOS FOR KATE—Henry J. Kauf- 
man, agency head and president of the 
Washington, D. C., Adclub, greets Kate 
Smith at a club luncheon preceding the 
opening of Washington's Community 
Chest drive. The club presented to the 
CBS singer, a native of the District of 
Columbia, a scroll honoring her for her 
war work and cooperation in national 
charities. 


the four lines of products, Indian- 
apolis and its immediate trading 
area were picked for the mer- 
chandising center- and Fact Find- 
ers, Inc., conducted a _ house-to- 
house survey to measure the po- 
tential. Interviewers talked to 502 
families, discovering that 37.8% 
of them planned to buy one or 
more of the four glass items. Of 
this potential market, 54.6% said 
they preferred to go to a furniture 
or department store for the items; 
and half of the remaining families 
preferred to do their glass buying 
in department stores if the mer- 
chandise was available. 

During the past seven years, ac- 
cording to Pittsburgh Plate Glass 
executives, the company has em- 
phasized these four glass items in 
its national advertising, urging 
readers to go to their department 
store first. Its Indianapolis sur- 
vey showed that 89% of the fam- 
ilies subscribed to or read one 
or more of the magazines used. 

With glass products of all types 
in short supply now, merchandise 
in the Block “experiment” will be 
somewhat limited. But the manu- 
facturer expects the test to estab- 
lish a pattern for future centers 
of the same type, which may be 
inaugurated at a later date. Right 
now, says Pittsburgh Plate Glass, 
expansion of the retail merchan- 
dising program is impossible. 


Produces Dow Film 


Princeton Film Center, Prince- 
ton, N. J., has begun distribution 
of a new Walt Disney film pro- 
duced for Dow Chemical Com- 
pany; entitled “Treasure from the 

ea.” 


Joins Glasser-Gailey 
George Harshberger, formerly 
cooperative advertising manager 
of United-Rexall Drug Company, 
has joined the Los Angeles staff 
of Glasser-Gailey as executive as- 
sistant in charge of new business. 
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Pattern Feature =| Molly Malone Appoints 


Molly Malone, Inc., New York 
dress manufacturer, has appointed 
Theodore J. Funt Company, New 


Most Popular, 
Newspapers Find 01k: to handle advertising in net- 


New York—Ninety newspapers | 2"d business publications. 


with a combined circulation of 3 
O'Donnell Joins F&S&R 


13,408,636 received a 5.6% re- 

sponse during a one-month period! Robert M. O’Donnell,- formerly 
(in most cases June, 1946) to regu-| copywriter and account executive 
lar editorial features, both local|of Hill Advertising, has been 
and syndicated, according to the | named account executive of Fuller 


National Newspaper Promotion|®* Smith & Ross, New York. 


|advertise 


Carver Joins ‘This Week’ 


Richard M. Carver, formerly in 
the sales department of Standard 
Register Company, Dayton, has 
joined This Week Magazine as a 
member of the western sales staff, 
Chicago. 


Houck Adds Account 


Apparel, Inc., Mebane, N. C., 
has named Houck & Co., Advertis- 
ing, Roanoke, Va., to promote and 
its new line of little 


girls’ dresses. Magazines and news- | manager 


papers will be used. The cam- 
paign will start the first of the 
year. 


Hes Publis Service thalt 


John Hancock Mutual Life In- 
surance Company, Boston, has 
established a department of pub- 
lic services, to comprise advertis- 
ing and public relations activities. 
Robert P. Kelsey, assistant to the 
president, is director. James 


A. Peirce continues as advertising | 
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and Margaret Divver, 
formerly assistant advertising 
manager, has been named asso- 
ciate advertising manager. 


THE LETTER SHOP, Ras: 


431 S. Dearborn St., .... Chicago 5.lllinois 


Association. By far the leading at- 
traction in getting response from) 
readers was the pattern feature, 
which accounted for 31% of the | 
total response reported. 

The association gleaned this in- 
formation from a questionnaire) 
sent to its 170 member newspa-. 
pers, which were asked for re-| 
sponse figures for a 30-day period. | 
Ninety newspapers replied. 


Sports Run Second 


The pattern feature, the only| 
one which required readers to 
send money, accounted for 232,611, | 
or 31% of the total responses re-| 
ported. Percentages on other fea-| 
tures, in order, were: Sports, 16%; | 
miscellaneous information (wea-_| 
ther, etc.) 12%; beauty advice in-| 
quiries, 5%; recipe requests, 5%; | 
letters to the editom 4%; fashion | 
inquiries, 4%; health advice, 4%; | 
homemaking inquiries, 3%; gar-| 
dening inquiries, 2%; lovelorn'! 
counsel, 1%, and other reader | 
response (inquiries to columnists, | 
travel information, public service | 
information, club inquiries, etc.). 

Not all responding newspapers | 
carried each feature, resulting in| 
lower percentages, the association 
pointed out. 


Coggins Heads Outdoor 
Promotion Program 


Standard Outdoor Advertising, 
Inc., New York organization of 56) 
outdoor advertising companies, has | ' 
established a three-year business | 
expansion program, with Cy Cog-. : 
gins, former sales promotion man-_ : 
ager of General Outdoor Advertis- es 
ing Company and recently re-/| Pe 
turned from the Army, named) ee 
vice-president in charge. 

Adopting a code of operational | 
practices which sets policy on the. 
location and maintenance of more) 
than 50,000 poster panels, the or-_ 
ganization will include in its pro-| 
gram a continuing study of its | 
1,600 markets and a running rec- | 
ord of space availability in them. | 


| 
| 


@ Among ALL 6 of Buffalo's 
downtown, Main Street de- | 
partment stores, 58.8% of the | 
1945 advertising lineage ap- 
peared in the Courier-Express. 


Individual figures were: 


Store A 56.3% 

B 50.0% 

c 55.6% 
D 76.8% 

E 58.8% 

F 42.4% 


These stores know what makes 
customers buy. You can take 


| Calif. 
their word for it...in Buffalo | 


Branch Offices: 52 Vanderbilt Avenue, New York 
75 East Wacker Drive, Chicago * 1895 Monroe 
Drive, N.E., Atlanta. West Coast Representatives: 
Simpson-Reilly, Ltd., Russ Building, San Francisco, 
* Garfield Building, Los Angeles, Calif. 


Whe Farm and Ranch took the’ lead in 
Poultry and Pet Stock Association. Fat @nm | 
disappear, as stock selection, breeding, 7 ai nnd matkering. 
were discussed in the pages of Farm and Ranenam quail 
experts; as knowledge was pooled and ee and ‘resed 


encouraged and publicized. 


In 1945, the Sunbelt produced $228,613, 600 pete 
and poultry products.* And Sunbelt poultrymen still toen tom 
and Ranch for intelligent, up-to-the-minute advice—for easyte- 
tead reporting of latest developments in methods and equipayame 
This decades-old trust in the leadership of Farm and Ranch emienm 
to every phase of Southwestern agriculture. To reach the Teams 
farmers and ranchers of the aim 


Buffalo’s Only - 
Morning and Sundcy Newspaper 


million dollar 


the magazine which they have known, 
—and read—for two generations 


*The Farm Income Situativn, U. S. Deparament 
of Agriculture, April, 1946. 
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Sunbelt market, tse 


BIG States wih 
Farms twice 
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Before you okay another m 
see the Al 


| 
Luis ws the American Newspaper Advertising Network | 
12,000,000 daily circulation, 15,000,000 Sunday circulation ... 
and more newspapers coming 

6st ak ak ee RKO ERRORS JOURNAL New Orleans........... TIMES-PICAYUNE STATES 
PRT Te ee erect SUN errr r cer ere eer rT ee re NEWS 
CD Sk oc ce eneeee ees NEWS AGE-HERALD ES 6.53544 6 44449440040%4Rbs RR TIMES 
0 a errr re ee ee GLOBE Ee eee ere LEDGER-DISPATCH 
CE 6 iad 4:6 pe ON HERALD TRAVELER VIRGINIAN-PILOT 
ere ee re ere eye ee OBSERVER EE eek & Rs 40s ee eK WORLD-HERALD 
CROMPMOORE 20 ccc ccc scees NEWS-FREE PRESS EE, 6 26k+eneteeseneeeeneed BULLETIN 
TIMES PR 6 cc cvcencceescesenaaeds INQUIRER 
0 rs eae carne ge TRIBUNE ae cava deaad REPUBLIC & GAZETTE 
a la. gas 5 ale ae TIMES-STAR TOOT Tee Se ere JOURNAL 
EE 5 oe SESE SORKA ERO K RKO RES DISPATCH Providence . JOURNAL-BULLETIN & SUNDAY J’RNAL 
PTET orTyT Te Ce eT ree eres NEWS MII og 666 bo ha hectic sentence ee seewns BEE 

Des Moines............ REGISTER AND TRIBUNE Salt Lake City......... TRIBUNE AND TELEGRAM ona 
0 eee rrr ee rrr Tre eee BEE St MI 6c n4 so nee ne eeen ces EXPRESS NEWS 
Ee ee rer ee ree ee es ee COURANT SUID kos ob ees ce ceceneeeees CHRONICLE 
RD oo db wnces So eee eeasesgases NEWS EPS Te eT See Tee Tee TT Tee eT TIMES 
SR BN 56.06 a Sc dGh ESE RENS ASR D4 Poe TIMES Spokane...... SPOKESMAN-REVIEW & CHRONICLE 
Lovisville........... COURIER-JOURNAL & TIMES i cKceenk exh ceeens eee POST-DISPATCH 
0 rr re ee JOURNAL ee eee BLADE & SUNDAY TIMES 
Minneapolis....... Kiseesas STAR AND TRIBUNE . Prrerrrrerte rr es re cee STAR 


I aio os kes eka a a ee REGISTER . NS oe 4 ca be eke ees TELEGRAM & GAZETTE 
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magazine or radio schedule & 
ANAN: presentation 


LI Reveals Facts About - 


COVERAGE—Now for the first time, national advertisers can have the powerful 
local impact of newspapers harnessed in one national package. 


PENETRATION—Day after day—any day of the week—these newspapers are 
closer to your best customers than any other medium. In no other 
way—by spoken word or visual appeal—can you attain such pene- 
tration for your advertising message. 


FLEXIBILITY —You can have flexibility of market selection—nationally or regionally. 


! . ECONOMY—Volume and frequency of insertion earn discount ‘“dividends”— 
noteworthy appropriation stretchers in these days of rising costs. 


MARKETING SERVICE —Tabulated marketing data—comprehensive in scope and 
adjustable to your marketing pattern—will be yours within 48 hours 
on a “no-cost’”’ basis. Also competitive circulation data available on 
the same basis. | 


RESEARCH—You will have research—basic, objective, practical research—enabling 
you to weigh advertising effectiveness, to trace sales results . . . to 
make every dollar work harder for you. 


Si Your Move NOW” _The A.N.A.N. presentation—the story 


in full—is waiting for you now. Just say when you'd like to see it 
at your office or ours. 


ANAN: 


American Newspaper Advertising Network, Inc. 


| CHICAGO NEW YORK 


6 North Michigan Avenue 220 East 42nd Street 
Tel. State 2944 Tel. MU 7-7177 
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Timm Joins ‘Norte’ 

Walter H. Timm, formerly as- 
sistant to the general manager of 
Servel International, has joined 
Norte, New York, as head of the 
circulation department. .He suc- 
_ John Cabrera, who resigned 
Nov. 1. 


. . . 
Spirits’ Goes Weekly 
Spirits, monthly news magazine 
for wine and liquor executives, 
published by Liquor Publications, 
Inc., New York, will become a 
weekly, effective the first week 
of January, 1947. In its new form, 
it will be issued each Monday. 


if You have a 


Product Story 


YOU CAN TELL IT BEST 


in the publication that is 


FIRST in tHe mepicat Fietp 


Advertising Age, November 18, 1946 


Have You Met Elsie, 


That Fabulous Bovine? 


Practically Every One 
Else Has, as Borden 
Can Testify 


BY GEORGE BIDERMAN 


NEw YorK—You ought to know 
Elsie, the Borden cow. Elsie is 
known and recognized by more 
people than Fred M. Vinson, Al- 
fred P. Sloan, Jane Russell or Dr. 
George Gallup. In 1945 she was 
even more of a public figure than 
Dr. Albert Einstein, James Byrnes, 
Edward Stettinius or Van Johnson. 
Just a short time ago the mayors 
of 14 California cities lined up 
alongside the gangplank of her 
plane at San Francisco airport and 
made a salaaming presentation of 
the keys to their cities as she de- 
barked. 


| To her intimates she is known 
as Noble Aim Standard, or Won- 
derful Moor Goldie, or Rosanne 
Pioneer Lilly. But to the great 
| American public she is known and 
‘loved as simply “Elsie the Cow” 
| —one of the most remarkable phe- 
nomena of the advertising and 


overworked. 
When Stu Peabody, asst. vice- 


that a Psychological Corporation 


of the people correctly identified 
Borden as the sponsor of Elsie in 
its advertisements, he learned a 
few startling things. 

“Do you know just how good 
that is?” the pollster asked, and 


AE aE te eed 
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tical suggestions on every page . 


advice in every issue. 


Preface to PROFITS 


There’s profitable information in every paragraph +++ prac- 
..a wealth of worthwhile 
That’s why 1,300,000 of Mid- 


proceeded to tell him. In his own 
polls he had found that Henry 
Wallace and James Farley barely 
topped Elsie, with 60% correct 
identification each. Stettinius got 
57%; Einstein, 48%; Byrnes, 44%; 


|and Van Johnson, 43%! 


Elsie and Jane Russell 


This information was grist for 
the Borden mill, for although 
Elsie is primarily a symbol de- 
signed to secure favorable recogni- 


public relations world where “re- | 
markable” is so often misused and 


president in charge of advertising | 
for the Borden Company, told one_ 
of the nation’s leading pollsters 


survey in 1945 showed that 58% | 


These Dealers Think Highly of Capper’s 
Farmer Subscribers ... And Here’s Why 


Having inspected the Capper’s Farmer sub- 
scriber list for their area, these dealers of 
Bowie, Montague County. Texas, expressed 
the following opinions: 
“Our best farmers are represented on your list. ‘a 
G. is Griffin —Druggist 
“The list is way above average. - 
vans—Automobile Dealer 
“The credit rating of these farm folk is good for 
any merchandise they might choose to buy. Ks 
min Heard— Farm Implement Dealer 
“A splendid list of the leading farm families of this 
area.” Jess Parrish— Electrical Appliances 
“This list represents the cream of our agricultural 


community. ml R. V. Garrett— Hardware Dealer 


“These folks are 95% okay. I'd like them all for 
” JE. Fulcher—Petroleum Products 


“The majority of these farm families are top cus- 


G . J ac k son— Grocer 


“T come in contact with most of these families each 


my customers, 
tomers. 


month...and they re tops. a 


D. M. Mann — Department Store 


“List contains names of our best and most ambitious 
farm families. 


N. B. Gary— Building Materials Dealer 


America’s top farm families read and rely on Capper’s 
Farmer. It’s the one magazine that serves these dominant 
farm folk as a constant source of help and inspiration. 
The one magazine that furthers the success of their every 


farming activity ... their every phase of farm life. 


No wonder, then, that Capper’s Farmer has important in- 
fluence on the buying habits of these important customers. 
And no wonder it offers extra impact to your advertising 


. and brings extra dollars to your dealers. 


The Farm Magazine That Dominant Farm Families Heed 


tion and identification for a large 
|family of products and has ex- 


celled at her job, the parent com- 
pany still has the job of keeping 
j}about 50 ice cream and 50 fluid 
|milk divisions and its headquar- 
'ters people sold on Elsie’s value. 
So Borden had the Psychological 
Corporation run another poll this 
year and ask “Can you tell me 
who each of these people is?” Elsie 
was correctly identified by 63.5%. 
Next came Jane Russell (sic!) 
with 60%; Dr. George Gallup with 
49.5%; Fred M. Vinson with 
40.2%; and Alfred P. Sloan with 
20.1%. 

There were a few people who 
thought Elsie the Cow was “the 
president’s plane” and a few more 
who thought she was “an actress.” 
Included in the incorrect category 
were about 5.8% who said “a milk 
company” or “an advertising char- 
acter” or ‘a comic strip.” But the 
point was made. 

This kind of astute promotional 
and public relations handling, 
multiplied many times over in 
thousands of small incidents, adds 
up to Elsie’s success story. 


| It All Began... 


den’s advertising department be- 
gan thinking about milk advertis- 
ing in general and Borden’s in par- 
ticular. They decided that it was 
too deep, too stuffy and too seri- 
ous. From all the serious promo- 
tion, people had learned that they 
| needed milk, but they still weren’t 
| buying enough of it. All the in- 
stitutional copy still left the milk 
| distributor in the position of being 
|eyed by large parts of the public 
as a gouger and an octopus. 

| So the company dropped into 
| the austere pages of the medical 
_journals a cartoon campaign fea- 
turing caricature cows in bucolic 
surroundings talking about the 
virtues of Borden, principally its 
sanitary requirements. Three in- 


It all began in 1936 when Bor- 


EXPORT TRADE 
and SHIPPER 


is the best medium through 
which to reach export man- 
agers, export shippers and 
| other foreign trade executives 
in the United States. 


This magazine is the only 
member of the 
AUDIT BUREAU 
OF CIRCULATIONS 


which is edited exclusively 
for these export executives 
of American manufacturers. 


EXPORT TRADE and Shipper 
20 Vesey Street, New York 
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sertions ran, while everybody 
wondered how the medical pro- 
fession would react to this de- 
parture from tradition. The an- 
swer is: they went for it. Re-| 
quests poured in from doctors for | 
reprints for framing, and a trickle. 
of fan mail started. The campaign | 
was continued in medical journals | 
and Elsie was born. 


Elsie Gets a Name 


The youngster struggled along. 
without recognition or even a) 
name until 1938, when a new radio 
commercial writer went poring) 
through old proof books for copy | 
ideas to use on the Rush Hughes 
news program, “Hughesreel.” He 
came upon the old medical cam- a 
paign and some cartoon copy run 
in newspapers by the New York 
fluid milk unit. He wrote a com- 
mercial based on one of the med- 
ical ads which read: 

“Dear Mama: 

I’m so excited I can hardly chew. | 
We girls are sending our milk to | 
Borden’s now—love. | 


Sg (SAVES WASHING 


gornes' fo. 
~™ . 


; Elsie.” | 
The commercial clicked with | 
Hughes, clicked with the public, 
and clicked with Borden. Elsie 
had a name. 


© Borden Co 


Elsie Goes to Work 


Six months later the board ap- 
proved an appropriation for a 
magazine campaign to sell the. 


Borden family of products. It was | 


SELF-SERVICE—This cartoon appeared in the Borden Co.'s house organ, "The 

Borden Link,’ captioned “Doin' What Coimes Naturally." Seems that Carl 

Harris, of Y&R's art department, was fed up with everything about the Borden 

account except Elsie. So he drew the above story, left it on his desk, and 
departed on vacation. 


not an institutional campaign. (The | 
word “institutional” still evokes | Elsie won hand (or hoofs) down. 
shudders at Borden’s when ap-| In May 1939 the first Elsie ad 
plied to the Elsie series. Elsie is| appeared. At the same time Bor- 
a saleswoman who was put to work | den’s opened an exhibit at the 
selling Borden products.) When it; New York World’s Fair which 
came time to choose a copy theme, | used the Elsie symbol all over the 


place, in drawings on _ buttons, 
murals, effigies, everything but in 
the flesh. 

‘A tabulation of questions asked 
in the first month of the exhibit 
showed 20% were about milk; 


47 


20%, ““Where’s the ladies’ room,’ |year old Jersey named “You’ll Do 
and the remaining 60%, “Where’s| Lobelia’ was chosen and she was 
Elsie?” It seemed the _ public|/a natural. Unlike other cows, Lo- 
wanted a real, live cow. So, from|belia didn’t stand there and chew 
150 cows at the exhibit, a seven-|her cud. She looked the house 


An ad in THE INDEPENDENT 


is my customers’ Shopping List! 


—BUD BOORMAN 


Mr. Bud Boorman, 
Pasadena, California, | 
| and a corner of his modern store. 


* 


Sixteen years in food merchandis- 


ing has taught Mr. Boorman a lot 
of things about selling. 
Four years ago he played his first 
advertising “hunch” and since 
then he’s used The Pasadena In- 
dependent exclusively. 


Says Mr. Boorman: 


“Every week I make it a point to 
tie in with the National Food Ads. 
Then, I put a lot of ‘hot buys’ 
alongside of them. The result .. . 
lots of my customers come in 


carrying my ads in their hands as 
a shopping list! 


In this way I cash in on the Inde- 
pendent’s national food ads...and 
invariably I have a sell-out on my 
‘specials’. No other paper has ever 
given me such returns.” 


To find out more about the divi- 
dends awaiting the Food Advertiser 
who concentrates his linage in The 
Pasadena Independent ... call or 
write REYNOLDS-FITZGERALD, Inc. 


PASADENA ¥ INDEPENDENT 


“Mr. Hooper, were you listening 
to the radio just now?” 


We know one morning between 9:00 and 9:15 when Mr. C. E. Hooper wasn't 


listening—the morning he was “Caught In The Act” of his unusual occupa- 

4 tion on Ted Grizzard’s WBBM show. But a great many Chicagoans were 

A/ hp | listening that morning and every other morning. In fact, Mr. Hooper’s 
: / , own telephone interviewers gave the program a 5.2 rating —37.4% 


Five mornings a week, Ted Grizzard chats with people who have 


ZK of the listening audience!* 


~ 


WBBM 


r Chicago’s 
Showmanship 
Station 


out-of-the-ordinary jobs, while and where they work. Besides Mr. Hooper, 
Ted recently talked to the dean of a private school for dogs, who teaches 
canines not to bite the mailman ...the doctor who cures with colors. ..the 
insurance agent who chases every fire call in Chicago... and the rodeo 
official who keeps the “batting averages” of the big league bronco-busters. 

Catching a 5.2 Hooper rating (with or without “C. E.” in the act) is 
typical of WBBM showmanship. For more details about “Caught In The. 
Act” and other small budget WBBM showmanship packages, call WBBM, 
or Radio Sales. 


COLUMBIA OWNED - 50,000 WATTS + 780 KC +> REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 


* May-June, 1946 Supplementary Hooper 
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over, mugged shamelessly, and 
took to flash-bulbs like a vice- 
presidential candidate. 


Elsie Goes to Hollywood 


Seven and three-quarter mil- 
lion people came to see Elsie at 
the 1939 Fair. 
set up in a bedroom at the Fair 
with all the trimmings. She made 
personal appearances all over the 
lot. She even acquired a husband, 
and in a manner not unlike that 


chosen by some other celebrities. | 


Elsie got a much-publicized 


tion.” 


Design Ella,” took her place at 
the Fair. The public couldn’t go 


In 1940 she was. 


'band, and a little later acquired 
movie offer in 1940 at a time when | 
she was in “an interesting condi- | 
So off she went to Holly- | 
wood and a substitute, “Pioneer | 


SR NRCS 


for one cow in two places—New 
York and Hollywood. So a hus- 
band for Elsie was dreamed up, 
called Elmer, who would be placed 
in the bedroom to keep house 
while Elsie was away. To play 
the role the Borden people chose 
“Sybil’s Dreaming Royalist,” a 
bull who was a great disappoint- 
ment to 20-odd Jersey cows in his 
barn and to all his keepers be- 
cause of his lack of interest in the 
normal occupations of bulls. 

It worked fine. Elsie had a hus- 


Beulah, her calf. Royalist, being | 
rather un-bullish, had the capac- 
ity to stand still in a stall when 
other bulls would have an inclina- 
tion to tear the place apart. 

The personal appearance calls | 


: IN EXCESS OF 200,000 
ABC MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


| 


| there. 


multiplied, until two more cows 
were picked to assist Lobelia in 
her chores. Then in 1941 tragedy 
struck. Lobelia was en route from 
her New Jersey farm to a dinner 
at Sardi’s when she was killed in a 
truck accident. The wire services 
flashed the news to the nation, 
flowers and condolences poured in 
from all parts of the country, and 
the executives of the Borden Com- 


/pany went into mourning for Elsie 


along with many of her 
friends. ‘There,’ 


loyal 
they thought, 


“goes the whole shebang.” 


They were wrong. By this time 


‘Elsie was accepted as a symbol 


rather than an individual cow and 
the bandwagon rolled its merry 
way. 


Personal Appearance Tour 


One of the three current Elsies, 
Rosanne Pioneer Lilly, just con- 
cluded the longest air trip ever 
taken by a cow. It started when 
the San Mateo, Cal., Fair offered 
to pay all Elsie’s expenses if she 
would make a personal appearance 
Other stops were added to 
the itinerary until she made ap- 


Advertising Age, November 18, 1946 


pearances at Detroit, Chicago, 
Omaha, Salt Lake City, San Fran- 
cisco, Amarillo, Dallas, Kansas 
City, St. Louis, and Dayton. At 


(31% of the total gate) thronged 
to see Elsie. The same thing was 
_repeated elsewhere. 

All this is big business. A sep- 
arate department, Elsie Enter- 
prises, headed. by Monte Sohn, 
takes care of licensing agreements 
to manufacturers producing Elsie 
novelties. One manufacturer mak- 
ing an Elsie pull-toy sold 267,000 
last year. 

Keeping Elsie standardized is a 
problem in itself, since she ap- 
|/pears in ads of more than 100 
/separate units. To meet the prob- 
‘lem, Borden prepared two books: 
'““Guide to the Pictorial Character- 
istics of Elsie’ and “Elsie Art & 
Cut Book.” The pictorial guide 
‘contains a detailed guide for draw- 
ing Elsie which can be followed 
‘by just about any qualified artist. 
It contains a list of ‘don’ts’” in- 
cluding “show Elsie’s ‘milk dept.’ 
only when in natural position.” If 


Pddle me [his 


———+ 


WHAT GOES IN OPPOSITE DIRECTIONS 


AT THE SAME TIME? 


TWO SALESMEN, of course! Which reminds us that ONLY the 
Post-Gazette—Pittsburgh’s leading newspaper—can do TWO Sales 
Jobs for you at the same time at ONE LOW COST in the Pittsburgh 
market. It brings a great number of Pittsburgh's MILLION city families 
into downtown and neighborhood stores—and sends a great pro- 
portion of the TWO MILLION suburbanites around the corner in their 
own home towns to buy your merchandise. No other Pittsburgh daily 
newspaper can make this claim. 


POST-GAZETTE 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


New York . Chicago 


» Philadelphia ° Boston + 


Detroit - San Francisco e 


Los Angeles ° 


Seattle 


|/ment. 


the Dallas fair, 527,000 people ‘ing, he should be standing behind 


Elsie is shown standing up, she 
should have her legs crossed or be 
covered by some appropriate gar- 
If Elmer is shown stand- 


some object like a table. 
Plain-Colored Jerseys 


“Avoid a ‘wolf’ expression due 
to slanting eyes,’ the book warns 
and shows a leering example of 
Elsie to prove its point. The eyes 
too far back give Elsie a “mean” 
look, it seems, while the over-eye 
wrinkles are one of the most im- 
portant factors in getting changes 
of expression. Profiles are to be 
avoided. 

Art work and cuts are distrib- 
uted to the units for the asking, 
while the agency for a Borden di- 
vision may run any ad prepared 
nationally by Y&R without any 
payment to Y&R or the national 
company. All color art is collected 
separately and checked on by Elsie 
Enterprises. The live cows select- 
ed are always plain-colored Jer- 
seys chosen for photogenic quali- 
ties and tractability and the art is 
expected to follow the same color 
scheme. . 

All this has paid off handsomely 
for the Borden Company. Elsie 


creates familiarity and good will. 
‘She can say things about Borden 
‘that the company can’t say about 
|itself. In three successive years 
identification of Borden with Elsie 
has climbed in Psychological Cor- 
poration studies from 52% in 1944, 
to 58% in 1945, to 71% in 1946; 
while those who identified her 
with Carnation, Pet or miscellane- 
|ous companies went down from 


110%, to 7%, to 4%; and the “don’t 


/knows” from 38%, to 35%, to 25%. 


| Awe and Admiration 


Although she is never billed in 
personal appearances as ‘“‘the Bor- 
den Cow” but always as “Elsie the 
Cow,” her phenomenal success 
continues to amaze Borden execu- 
tives. She is frequently referred 
to as “the goddam cow,” but 
always with a mixture of awe and 
admiration. ‘Do you realize,’ one 
executive might say, “that half a 
million people turned out to see 
the goddam cow in Dallas.” 

And for Elsie’s creation and suc- 
cess she has no one individual to 
thank. Literally hundreds of 
people had a hand in it. “All any 
of us can say,’’ Mr. Peabody sums 
up, “is that we were alert enough 
to see that we had hold of some- 
thing and we worked every angle 
of it—and that’s all.” That may 
be all, but many an adman in 
many a company is thinking right 
now that that’s enough. 


Ecoff & James Appointed 

Howard J. Barrett, Philadelphia, 
manufacturer of toys, sanitary 
maintenance equipment and floor 
finishes, has placed its advertis- 
ing with Ecoff & James, Phila- 
delphia. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
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Auto Dealers Pierce Appoints Goode 


David Alan Goode, formerly 


1 sales promotion manager of Sales 

to Air Industry | Affiliates, Inc., has been named 
|advertising and sales promotion 

Market P roblems |manager of Pierce Watch Com- 


Boston—Automobile dealers in |P@9¥, New York. 


six New England states will this | xgy- a 
month open an eight-week series | Wilson Joins Mogul Art 


of 15-minute, weekly programs, Robert Wilson, for 17 years an 
over the Yankee Network in which | art director with Young & Rubi- 
they will explain to the public| cam, New York, has joined the 
phases of the automotive market | #™il Mogul Company, New York, 


situation and the problems facing | #S 4"t director. 


Cady Joins DC&S Art 


Arthur Cady, formerly with 
Young & Rubicam, and Geyer, 
Cornell & Newell, both New York, 
has joined the art department of 
Doherty, Clifford & Shenfield, New 
York. 


Names Roy S. Durstine 


Magar Home Products, Inc., 
New York, has appointed Roy S. 
Durstine, Inc., of that city to 
handle advertising on Starvem, 
new moth-proofer. 


ay 
Russel Seeds Moves 


Russel M. Seeds Company, Chi- 
cago, has moved its offices to tem- 
porary quarters at 1009 N. State 
St. pending completion of new 
quarters in the Palmolive build- = 


pie sccomipiatanasiet intimate 
Glenmore Buys Distillery [ty the local approach 
Glenmore Distilleries Company, use the country weekly 


Louisville, has purchased _ the 

Happy Hollow Distillery, Loretto, — er pe 
Ky., bringing Glenmore’s distil- engerion, Pree artes 
leries to a total of three. — ee, we. 


Kuklich Joins Hicks 

R. Joseph Kuklich has joined 
Lawrence Boles Hicks, New York, 
as art director. 


the industry generally. 

The air time was offered by the. 
network as a public service. | 

Programs will be handled by 
Ralph Bonnell, director of the 
Massachusetts State Auto Dealers 
Association. Each program will 
feature three dealers from dif- 
ferent states who will have ehances 
to air their views concerning auto- 
motive sales and production. 

Officials of the various state 
dealer associations represented 
have met with public relations 
heads of major automobile manu- 
facturers to help guarantee indus- 
try-wide support for the radio 
series, 


KWBC Aired Nov. 15 


The operation of KWBC, a new 
1,000-watt station in Forth Worth, 
Tex., was scheduled to begin Nov. 
15 on a daytime schedule. James E. 
Rennie, formerly with Broadcast- 
ing Corporation of America, is 
manager. The new station, with 
offices in the Joseph building, is 
owned by the Worth Broadcasting 
Company, of which P. W. Seward, 


his is \Oledo 


and this is QUID 
“Your Value Store Since 94" 


Washington lawyer, is president. 


Viewtone Tele Appoints 

Viewtone Television & Radio 
Corporation, New York, has ap- 
pointed Schacter, Fain & Lent of 
that city. 


IN VIRGINIA IT’S RICHMOND 
.+ IN RICHMOND IT'S WRNL 


Located in the heart of the 
Virginia market with it's 


enormous cigarette and to- 


bacco industry WRNL of- aoe 


fers to the acvertiser a high- . 
wai ; listener coverace. oe a if ( th | S 
Here, Your advertising col- 
lar is High Powered money 
—carrying you to a profit- 
able growing market that 


will mean far-reaching cp- 


rortunitiesfor your cusiness. advertisers by serving 


is the ; 


TOLEDO BLADE 


...where Tiedtke ads have regularly appeared for 
many years. And throughout the years, The Blade 
has believed that it best serves the interests of its 


to the fullest extent the 


requirements of its readers. In fulfilment of this 


= 
(>> 


Write for 


“‘This is Toledo”’ booklet. 


aim, The Blade had, in 1945, a greater volume of 
news and editorial comment 
than any other evening news- 
paper in the United States. 


One of America’s most unusual department 
stores— where a sales floor amounts to an 
acre of space! A store that occupies five 
stories above street level—and two base- 

_ments at sub-street level. Each floor is 

about 55,000 square feet. More than 42,000 

square feet devoted to women’s and 

children’s ready-to-wear alone ...“99 de- 
partments under one roof” is a slogan 
established by Tiedtke’s years ago. Today 
it’s’ way over 99. And each year, Tiedtke’s 
is expanding ... Immediately in the rear is 
parking space for 1,000 automobiles — 
soon to be increased to 2,000. With this 
rear entrance, convenient to customers, 

ideal shopping is possible ...Tiedtke’s, a 

department store with a railroad siding at 

its back door—permitting dozens of freight 
cars to unload into the store in one day— 
is one of the outstanding stores that make 


Toledo a retail center worthy of atten- 
tive consideration. 


TOLEDO BLAD 


One of America’s Great Newspapers 


Represented by Paul Block and Associates 
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Home Research 
Center Launched 
at U. of Illinois 


URBANA, ILL.—The Small Homes 
Council of the University of Illi- 
nois is enlisting the aid of addi- 
tional industries in launching its 
new Home Research Center and 
“pioneering in the study of home 
planning and construction as one 
integrated problem.” 


The first experimental house is} 
the | 


now under construction in 
center, according to William H. 
Scheick, coordinator, in coopera- 
tion with the National Warm Air 


Heating and Air Conditioning As- | 
sociation, which is extending its, 
long-established program with the | 


engineering experimental station. 

Other research projects, said Mr. 
Scheick, include one for Bitumi- 
nous Coal Research, Inc.,*studying 
the relation between house plan- 


ning and the use of soft coal as/ 


a fuel; and a study of radiant 
baseboard heating in a basement- 
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KSDI ts the bevadeastn 
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em ae 


REPRESENTED NATIONALLY BY 


YS FREE & PETERS 


less home, to augment the program 
of the Institute of Boiler and 
Radiator Manufacturers in coop- 
eration with the engineering ex- 
| perimental station. 


Funds Are Sought 


Plans for the Home Research 
Center are explained in a letter 
and accompanying folder mailed 
recently to more than 5,000 per- 
'sons by the Small Homes Coun- 
cil, which says that self-sufficient 
units will be built as funds be- 
come available. Funds will be 
|/sought from university appropria- 
tions, sponsors of cooperative in- 
vestigations and “from donors 
who seek to further education, 
'science and the humanities.” 

The council intends eventually 
|to erect a main building, or dem- 


/onstration center; production yard 
and shops, and research and ex- 
perimental houses. The main 
building will include a large in- 
'door laboratory, shops, exhibition 
'space, a lecture room for 300 per- 
'sons, and offices for the research 
| staff and Small Homes Council. 
While improvement of housing 
is the major objective, the council 
emphasizes that particular atten- 
tion will be given to the low-cost 
single family unit. The center 
“will not serve as a laboratory for 
testing materials or 
products,” it adds. 


Retail Group to Meet 


The fifth annual conference of 
the Canadian Retail Federation 
will be held at the Royal York 
|Hotel, Toronto, on Jan. 13-15. 


endorsing | 
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Plans Leather Drive 


Red Cape Leather Products Cor- 
poration, Cabo Rojo, Puerto Rico, 
maker of billfolds, belts and 
leather giftwares, has scheduled a 
series of full page ads in the 
Puerto Rican newspapers, starting 
Dec. 7. Ralph Harris, New York, 
is the agency. 


Minco Appoints Agency 

Minco Products Corporation, 
manufacturer of gluing machines, 
has placed its advertising with 
Armstrong, Schleifer & Ripin, New 
York. 


Heileman to Brownson 


Heileman Brewing Company, La 
Crosse, Wis., has appointed the 
Brownson Company, Minneapolis, 
to direct its advertising, effective 
Jan, 1. 


Joins Gregory & House 

Erwin Maus, formerly general 
manager of Western Reserve Dis- 
tributors, has joined Gregory & 
House, Inc., Cleveland agency, as 
head of its new business depart- 
ment, effective Nov. 15. 


Surles Joins Blair 

Loren C. Surles Jr., formerly 
sales manager of ABC’s coopera- 
tive program department, has 
joined the New York office of John 
Blair & Co., radio representative, 
as account executive. 


Glennon a Director 


Stephen P. Glennon, advertising 
director of Popular Science 
Monthly, New York, has been 
elected to the board of directors 
of Popular Science Publishing 
Company. 


| 
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AUTHORITATIVE... 
Another Great IRON AGE Point of 


magazine. 


complete Iron Age story. 


Distinction 


The Iron Age publishes first, and often exclusively, 
articles by the foremost authorities in the metal- 
working field. Add to this its reputation for report- 
ing the news fearlessly and accurately — and you 
have the reasons for Iron Age being the most-quoted 


Ask any of our representatives for the 
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Newsman-Adman 
Harmony Urged 
by British Editor 


Lonpon—Those who assert that 
big advertisers affect the judgment 
of editors make “a poisonous state- 
ment that we should both fight,” 
declared Editor Arthur Christian- 
sen of the Daily Express, before 
the Women’s Advertising Club of 
London recently. 

Greater harmony between edi- 
torial departments and advertising 
men would result, he said, if each 
group would try to learn more 
about the operations of the other. 
He accused politicians of trying to 
foster suspicion between the two 
groups in such a manner as to 


bring disrepute to both groups. 

He criticized poorly planned 
public relations and declared that 
frequently the material submitted 
by public relations men is greatly 
inferior. At the same time he 
called for more reader value in 
newspaper copy, stressing particu- 
larly, informative type of copy 
which, he said, is of tremendous 
value at a time when products fre- 
quently are not available. 


Calso Gas Promoted 


Lincoln Oil Company, newly ap- 
pointed distributor in Massachus- 
etts for Calso Supreme gasoline, 
product of the California Oil Com- 
pany, Barber, N. J., broke a two- 
color full page in the Boston 
Herald recently to start a news- 
paper campaign introducing this 
motor fuel to New England motor- 


ists. 


30S- 
ton, is placing the copy. z 


Bresnick & Solomont, 


NAB Women Elect 


Anne Hayes, director of wom- 
en’s activities of Station KCMO, 
Kansas City, Mo., has been ap- 
pointed chairman of the 10th dis- 
trict of the Association of Wom- 
en Directors of the National As- 
sociation of Broadcasters. 


Agency Changes Name 

John H. Hoefer & Co., San Fran- 
cisco agency, has changed its name 
to Hoefer, Dieterich & Brown. 
There are no changes in personnel 
or policies. 


Receives Radio Award 


Simon & Gwynn, Memphis 
agency, has been awarded a plaque 


‘for the best creative exhibit of 


radio advertising, with supporting 
plan and merchandising campaign, 
by the First Advertising Agency 
Group. 


Metal Group Elects 


Walter G. Patton, Detroit editor 
of Iron Age, has been elected 
president of the Detroit. chapter of 
American Society for Metals. 


Cary Names Reed V.P. 


Fred A. Reed, radio director of 
R. H. Cary, Inc., Des Moines 
agency, has been appointed a vice- 
president.” 


Opens Sales Agency 


John H. Hurley, sales executive 
of S. C. Johnson & Son, Racine, 
Wis., has resigned to open his 
own manufacturer’s selling agency 
in New York. 


wEAVY DUTY Pow 


FRED BANNISTER 


ROBERT F. BLAIR 
1016 Guardian Building 


100 East 42nd Street 


equipment are an important and ever-expand- 
ing branch of the metalworking industry. Like 
the metal producers, the manufacturers of 
consumer metal goods, machinery of all kinds, 
metal parts and assemblies; not to mention the 
manufacturers of automobiles and aircraft, the 
fabricators and many others — they have a 
mutual interest in all things related to metal- 
working. 

Their key men — whether in management, 
sales, production, purchasing, research, or 
engineering — are regular readers of The Iron 


$640,700,000 total for this single metalworking 
branch in first full postwar year, says C.E.D. 


Attract Attention in THE IRON AGE 


The producers of heavy duty engines, steam 
turbines and all types of power transmission 


Age. 


ER 
On 


Indeed, recent surveys indicate that 


each weekly issue of The Iron Age is read by 
89,020 executives of the metalworking indus- 


try. 


Why do these men read The Iron Age? 


Because it gives them the broad industry pic- 
ture in concise form, plus up-to-date technical 
material that keeps them abreast of changing 


conditions. 


During 1945 The Iron Age carried 8,749 
pages of advertising by 1,058 advertisers. If 
you havea product or a service to sell the _ 
entire metalworking industry, or any of its 
branches, you can get attention for it in The 


Iron Age. 


REPRESENTATIVES 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 

New York 17 
Murray Hill 5-8600 


PEIRCE LEWIS 
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Hartford 32-0486 


Cleveland 14 
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B. L. HERMAN 
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56th and Chestnut Sts. 
Philadelphia 39 
Sherwood 1424 


H. K. HOTTENSTEIN 


1134 Otis Building 
Chicago 3 
Franklin 0203 
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METALWORKING HEADQUARTERS 


A Chilton Y Publication 


New York 


JOHN M. HUGGETT 
814 Park Building 
Pittsburgh 22 
Atlantic 1832 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


17, N. Y. 


The Pilgrims and Ply- 
mouth Rock .. . inter- 
changeable terms . . . like 
Hempstead Town and the 
Nassau Daily Review-Star. 
And the parallel has_ its 
pioneer aspects. The Nassau 
Daily Review-Star _ pio- 


neered as the first daily on — 


Long Island outside New 
York City ... in its bold 
vision of big market apti- 
tude in the then rural 
Hempstead Town .. . in its 
Merchants’ Conference to 
foster hometown shopping 
.. Its study of the post-war 
future of newspapers . 

its staging of the first com- 
munity effort in this coun- 
try to smooth wartime 
tempers. 


To enter a new world of 
marketing experience and 
realize an ideal of sales 
response, cultivate New 
York’s fourth market 
through its pioneer news- 
paper. These three — plus 
sales, Hempstead ‘Town, 
the Nassau -Daily Review- 
Star — go together. 


Since June, Hempstead Town has been 
New York State’s No. 1 High-Spot 
City, increasing its lead from month 
to month. October 1 Sales Manage- 
ment shows Hempstead Town with 
161.2% gain over October 1939; 21.5% 
margin above nation’s rate of gain 


for same period. Dollar volume 
$29,070,000. 
THEY GO 
TOGETHER 


NASSAU DAILY 
REVIEW-STAR 


Published daily except Sunday, 5c a 
copy @ Hempstead Town, L. L., N. Y. 
e@ Executive Offices: Rockville Centre, 
N. Y. @ National Representatives: 
Lorenzen & Tompson, Inc. @ New 
York, Chicago, St. Louis, San Fran- 
cisco, Los Angeles, Detroit, Cincinnati, 
Kansas City, Atlanta. 
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Business Papers 
Report 7.6% Ad 
Volume Decline 


cline. For 10 months they have 
carried 238,338 pages of ads, com- 


|/pared with 241,825 last year. 


As in August and September, 
the 107 industrial publications 


|showed the largest loss (AA, Oct. 


Cuicaco—Business papers, suf-|14). They ran 16,086 pages in 


fering another ad volume decline | 


last month compared with Oc- 
tober, 1945, fell into the minus 
column for the first 10 months 


this year, carrying 15% fewer 
pages of advertising than in the 
same period last year. 

Industrial Marketing’s latest 
monthly tabulation shows 169 
business papers ran 24,472 pages 
of advertising last month, which 
is 7.6% under the 26,492 pages 
carried a year ago. The previous 
month they showed a 7.3% de- 


October, 12.8% below October, 
1945. For 10 months, industrial 
papers carried 8% fewer pages 
than in the same period of 1945. 


Trade and Class Group Up 
Export publications were 5.4% 


‘behind for the month but 11.3% 


ahead for 10 months. The 13) 
papers ran 1,181 pages in October, | 
against 1,248 a year ago. Thirty | 
trade publications reported 5,196 | 
pages for October, 4.9% more than | 
a year ago. This brings their total | 
for 1946 to 47,033 pages, against | 


RAPID COPY SERVICE 123 N. Wacker Dr., Chicago 6, Il. 


Photo blow-ups made 
in any size from any | 
copy. Black and white, sepia | 
or natural colors. Phone State 5977 


39,881 last year, for a 10-month 
increase of 17.9%. 


In the class group, 19 publica- 


tions ran 2,009 pages last month, 
or 8.5% more than the 1,851 a year 
ago. They are 12.6% ahead for 
the 10 months, having carried 
| 18,577 pages in ’46 against 16,499 
in the same period last year. 


Codrington Promoted 


Charles F. Codrington, who has 
been assistant to the manager, has 
been promoted to sales manager of 
the blower and compressor depart- 
ment of Allis-Chalmers Mfg. Com- 
pany, Milwaukee, succeeding A. E. 
Caudle, who has resigned. 


To Alfred Celie Commune 


American Hoist & Derrick Com- 
pany, St. Paul, has appointed Al- 
fred Cole Company, Minneapolis, 
to handle its advertising. 


Four A’s Adds Buckley 


Earle A. Buckley Organization, | 
_Philadelphia, has been elected ‘to Constructor 
/membership in the American As- | 
‘sociation of Advertising Agencies. | Cotton 
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BROADCAST MEASUREMENT 


BUREAU 


Black Area 
Shows 
DAYTIME 
COVERAGE 


STATION AUDIENCES .. . 


= 


CHICAGO 


= 


iL te 


Reece 


| i 
ST. LOUIS | 
| ° 


| 
| 
L.. 


q--h 
| | 
<n 
é | 
Tae Ta 


1946 Radio DAYTIME NIGHTTIME 
County (City) ILLINOIS Families Families % Families % 
 “ sea 5,130 2,480 48 1,490 29 
Ie Gee ee 12,370 7,980 64 5,710 46 
tet a ee 11,160 1,110 10 + 
le as Rect i ce 14,890 2,460 16 1,560 10 
eer oe 6,790 840 12 
OTe arr 8,140 880 10 
i ERT 3,300 1,600 48 770 23 
“ray 4,070 2,660 65 1,220 30 
Peoria. eae 42,100 34,440 81 35,210 83 
(Peoria, city)... (30,090) (24,950) (83) (26,660) (88) 
een 2,320 1,380 59 830 35 
Tazewell........ oe 17,070 14,650 85 14,010 82 
Station Total........ 70,480 60,800 
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OCTOBER BUSINESS PAPER ADVERTISING VOLUME 


Marketing, must not be quoted or repro- 


duced without written permission. Unless otherwise noted, all publications are 
monthlies and have standard 7x10 type pages. : 


| These figures, compiled by Industrial 
| 


Pages 

Industrial Group 1946 1945 
BOTH TRE. 6 ki eeiecas> *125 *§255 
Air Conditioning & Re- 

frigeration News (w) 

iy iy | ae $66 $4250 
American Aviation (semi- 

ORES Cr eee 62 89 
American Builder ...... 150 142 
A Sa >) re 117 116 
American Machinist (bi- 

Wr dative £0 -d040.00 #4050 “486 "587 
Architectural Forum 145 155 
Architectural Record *146 *146 
Automotive & Aviation 

Industries (semi-mo) 241 350 
UD 44 dn 0.53:53.4:0 +6 *122 *245 
Aviation Maintenance .. 69 93 
Bakers’ Helper (bi-w).. 1538 155 
MEE G5 x 5% 60.4 <'0:0's-s 77 71 
Brewers’ Digest ........ 44 10 
Brick & Clay Record... *@30 *26 
Bus Transportation .. 140 172 
Butane-Propane News 8&9 75 
oS eee S84 *150 
Ceremac Industry ..... “OL +57 
Chemical & Engineering 

PR wad eens 68 css 112 99 
Chemical Industries +3 120 
Chemical Engineering .. @322 373 

| Civil Engineering ...... 12 it 
jE ME. < cie6-4 a-0lne.4-% 00a's @135 171 
| Construction Digest 

MED Sra ot ab elas died 4s {114 111 
Construction Methods 

WEED d t's ord ore a:einsekd ae 127 140 

Pt ee aoe ee 47 45 

Contractors & Engineers 
Monthly (9%x14) @1is 66 
yee ee ererer er $196 166 
| Diesel Progress (S842x11) Zl 102 
| Electric Light & Power. . 79 104 
Electrical Contracting .. 126 162 
Electrical South ....... 45 56 
Electrical West. ........ Sx 103 
Electrical World (w)... 215 279 
Uo) 230 366 

Engineering & Mining 

DS ae eee |125 156 

Ct ERIS ee “$9450 $385 
Factory Management & 

Maintenance ......... 321 BR4 
Fire Engineering ...... 41 38 
Food Industries ...... @18 206 
a eee *210 *238 
et ee ee 69 75 
Gas Age (bi-w)......... *$TI181 *123 

| Heating, Piping & Air 

Conditioning ........ 128 11925 
Heating & Ventilating. . 78 91 

| Industrial & Engineering 

Chemistry (two edi- 

ee eee 160 183 
Industrial Finishing 

Pe. eee 84 84 
| Industry & Power 141 151 
toe” 26 err T7698 *744 
) RAASEEY AOB oo. c sacs *|76 *$O4 
| Machine Design ........ *281 *358 
| Machine Tool Blue Book 
} (ROMO TE)  elnccccevers 805 375 
| ee eee eee 327 372 
| Manufacturers Record . 50 57 
| Marine Engineering & 
| Shipping Review ..... 139 259 
| Materials & Methods 177 250 
| Mechanical Engineering. 123 139 
| Mechanization (4 13/16x 
| 5s. | eee 7l 108 
| Metal Finishing ....... 73 779 
| Metal Progress ........ 146 245 
| Bere) & Factory ........ 258 330 
| Mining & Metallurgy 27 29 
| Modern Machine Shop 
| ( flox6lh) Tey Terre ee 305 354 
| Modern Packaging ..... *147 148 
| Modern Plastics ........ "185 *195 
National Bottlers’ Gazette 145 125 
| National Petroleum News 
Rc Re eee 151 169 
| National Provisioner (w) — §{/232 145 
| Oil & Gas Journal (w)..  *|/451 *500 
| Soe WOGRy CW) s....05. | FESS *t286 
Organic Finishing ...... 14 17 
| Paper Industry & Paper 
} J. SPR eee 86 98 
Paper Mill News (w).. *§\147 *O7 
'Paper Trade Journal (w) *$+4264 “153 
| Petroleum Engineer .... $190 $234 
| Petroleum Refiner ..... @i92 225 
asi i: eee “105 “102 
oe ere 254 302 
| Power Plant Engineering 124 149 
Practical Builder : 

a!) er 105 94 
i ae 68 66 
| Product Engineering . |302 “414 
| Production Engineering & 
| Management ......... 92 143 
| Products Finishing (41%4x 

Re ae oe ae 75 81 
| Progressive Architecture 98 110 

Ra! eae 251 329 
Railway Age (w) ...... 231 261 
Railway Purchases & 

ee eae 102 121 

| Roads & Streets........ 88 98 
Rock Products ......... *191 “110 
Sewage Works Engineer- 

ON 16:6:4:03.093:6409 0080-906 $42 $43 
Southern Power & Indus- 

5) SAEs Peer ree ere 122 128 
et aie | 468 t66x 
SAUPOFTIMION once dcsccse 17 30 
Telephone Engineer * 57 “53 
Telephony (w) ........ *$F110 *$+t109 | 
i he 203 200 | 
Timberman ............ “100 *O4 
Tool & Die Journal 

Li * ree 136 167 
Water Works Engineer- 

aS rarer 1375 269 | 


Pages 
1946 1945 
Water & Sewage Works 70 76 
Welding Engineer ..... 7 99 
West Coast Lumberman *$i¥ *115 
Western Construction 

ONE ene aes o5 3 4 107 118 
Wood bobo So patars = *76 “7 
Woodworkin res ; 

(44%x612) — aes ees *116 *98 

CED sae thaa ace sae S S's 16,086 18,442 

Trade Group 1946 1945 
American Artisan ....... 94 "152 
American Druggist ...... 168 175 
Boot & Shoe’ Recorder 

Or cre $356 *248 
Building Supply News.... 117 101 
Chain Store Age— . 

Administration Edition 

COMMDIRGTION .....-%+% 33 36 

Druggist Edition ....... 104 113 

Fountain Restaurant .. 27 26 

General Merchandise 4 

Variety Store Editions $8194 $179 

Grocery Editions ....... 148 140 
Commercial Car Journal. . 215 223 
Domestic Engineering 164 164 

| Electrical Merchandising 
| ‘frre rs ee “181 178 
| Electrical Pak cien ype e100 *120 
| Farm Implement News 
* (bi-w) ae ee (167 150 
Fueloil & Oil Heat........ 100 82 
ee i Ce 100 115 
eee are ree 1 12 
Hardware Age (bi-w)..... *\A75 390 
| Hosiery & Underwear Re- ‘ 

DEE: Gch saa ase e's Hee os 131 "133 

Jeweler’s Circular : 
7 SAA a ee 352 315 
| Lingerie Merchandising .. 69 69 
Liquor Store & Dispenser 84 73 
Maal BUMRHES «ic... cc cces 226 234 
ree ee 144 247 
| MOtOr ABE. 605650 6c cence 128 139 
| NJ. (National Jeweler) ae. 
| (S6x7%} oP ke eae 343 315 
56°) Office Appliances : 
| (6 5/6410) ere ee re ee ei7l 156 
5 | Photographic Trade News ‘113 980 
| Plumbing & Heating Jour- c 
)) SEE cAceadkernet anc a0< 48 60 58 
| Sheet Metal Worker...... 42 75 
| Southern Automotive Jour- 
= Se rere 111 104 
Southern Hardware ...... 113 109 
Sporting Goods Dealer.... 204 135 
Syndicate Store Merchan- : 
diser (44%4x65g) ........ 118 105 
ee Ree eee eee eee 5,196 4,951 
| Kxvort Group 
American Automobile 

(overseas edition) ..... 45 42 
American Exporter (two ; 

errr eer 423 448 
Automovil Americano .... 72 73 
Caminos Y Calles........ 628 1041 

| PATIRACOUTICD *. cisccdds ccs 65 52 
| Hacienda (two editions). . 122 108 
| Ingenieria Internacional 

CONSEFUCCION .2.s50000.- 82 88 
Ingeniéria Internacional 

eee ee er 114 113 
Petroleo Interamericano . 73 10130 

| Revista Aereo Latino 

Ce Rr eerie *39 *33 
Reviews BOteris. 6.6.6.5... 12 10 
Spanish Oral Hygiene 

CO BEGET SSEG) tcc csss 2 46 
World Petroleum ........ 64 64 

NI Shea G6 6: ae oe ee 1,181 1,248 

| Class Group 
| Advertising Age (w) 

CUE. 454.0448 40-3 9° 238 140 
American Funeral Director @x9 65 
American Hairdresser .... + 86 79 
American Restaurant .... 97 85 
Banking (7x10 3/16) .... 67 Vi 
Dental SULVEY .....ccseee 145 151 
Distribution Age ......... 7 92 
Hospital Management .... 85 74 
Hotel Management ...... 107 104 
Hotel World Review (w) 

LL ee rrr ae *740 *85 
Industrial Marketing .... 113 150 
Medical Economics (1414%x 

ED waddesevees see's 6+ 138 119 
Modern Beauty Shop 129 99 
Modern Medicine y 

(a. 4) ae 1738 151 
Oral Hygiene (4 5/16x 

Od i rrr ere er 155 153 
Restaurant Management. . 90 85 
Scholastic Coach ......... 36 36 
School Management (9%%x 

SEU  Genecetsd 6 éaaadges 36 43 
Traffic World (w) ....... 106 103 

DE. Sea hee Ne kee ees 2,009 1,851 


‘Includes classified advertising. 

| S$Includes special issue. \ 
@Kstimated. 

|Last issue estimated. 

| +Last two issues estimated. 
10ne_ issue. 

| Two issues, 

| *Three issues. 

| Five issues. 

| SNot including Lingerie Merchandising 

now published separately. 

| Monthly starting January: 1946. 

| Not including Organie Finishing 

published separately. 


now 


| ‘Standard 7 x 10 inch page starting 
} May. 1946. 

| Figures based on 9% x 138% inch type 
| pages. 


“Sept and Oct. issues combined. 
"Oct. and Nov. issues combined. 


Ads Honor Carpet Firm 


On 100th Anniversary 


James Lees & Sons Company, 
Bridgeport, Pa., manufacturer of 
clear color carpet, Columbia and 
Minerva hand-knitting yarns, and 
worsted and woolen yarns for con- 
version, celebrated its 100th an- 
niversary Nov. 13. In honor of 
the occasion Lees’ retail “partners” 
across the country published in- 
stitutional ads featuring Lees car- 
pet and hand-knitting yarns. Many 
stores used radio programs, win- 


dow and department displays and 


direct mail pieces on Lees prod- 
ucts. In addition the company ran 
a full color ad in the November 
issue of Fortune. 


Sentinel Consolidates 

All departments of Sentinel 
Radio Corporation are now con- 
solidated in the company’s new 
plant at 2100 Dempster St., Evans- 
ton, Ill. 


‘WFOX Names McGillvra 


Joseph Hershey McGillvra, Inc., 
has been named national repre- 
sentative of WFOX, 250-watt sta- 
tion in Milwaukee. 


Miller Names Bernier 


Roy J. Bernier has been named 
director of the new public rela- 
tions department of Miller Brew- 
ing Company, Milwaukee. 
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Gamble Reviews 
Four A’s Purposes 
and Standards 


Cuicaco—Reviewing the pur- 
poses and standards of the Amer- 
ican Association of Advertising 
Agencies at the annual meeting of 
the Central Council here last 
Thursday, Frederic R. Gamble, 
president of the association, em- 
phasized the fact that the agency 


Murphy, New York advertising 
manager of General Electric, pub- 
lic policy chairman; and Charles 
McCurdy, of Fuller & Smith & 
Ross, delegate to the AVC Metro- 
politan Area Council. 


Appoints Sneider Agency 
Mastercraft Novelty Company, 
New York, manufacturer of cos- 
tume jewelry, has appointed A. M. 
Sneider & Co., of that city. Con- 
sumer and business papers will 
be used, supplemented by direct 
mail and dealer aid promotions. 


Appoints Deutsch & Shea 


Professional Surgical Supply 
Company, New York, hospital and 
surgical supplies, has appointed 
Deutsch & Shea Advertising 
Agency, New York, to handle 
forthcoming newspaper and maga- 
zine advertising. 


Transfers Adell 


Marine News has transferred 
Jack Adell from its New York 
office to the Chicago office, where 
he will be Midwest representative. 


WBEC Gets Approval 


The FCC has approved the ap- 
plication for WBBC, new standard 
broadcasting station in Flint, Mich. 
Owned by Booth Radio Stations, 
Inc., the new station will operate 
on a frequency of 1,330 ke. with 
a power of 1,000 watts. 


Label Firm Incorporates 
Avery Adhesives, Los Angeles, 
manufacturer of Kum-Kleen 
labels, has been incorporated as 
Avery Adhesive Label Corpora- 


53 


tion. R. S. Avery, general man- 
ager of the former partnership, is 
president. Dorothy D. Avery is 
vice-president and H. Russell 
Smith, secretary-treasurer. 


sae Ny Ngee RE ES 
SNS . 


Impson-REILLY, LTD. 
Publishers Representatives — 
~ SINCE Sore : 


LOS ANGELES | 


| SAN FRANCISCO : 
_ GARFIELD BLDG. 
oe ee ae 


_ RUSS BLDG. 
SF SS ee See ce er 


structure is maintained by media 


voluntarily, and that they deter- 
mine who shall receive agency 
commissions on space and time. 

He listed the primary require- 
ments for media recognition of an 
agency—it must be bona fide and 
free from control by an advertiser; 
it must keep all commissions, re- 
bating none; it must possess an 
adequate and experienced person- 
nel, and must be financially re- 
sponsible. 

There are 184 agencies holding 
membership in the Four A’s, he 
reported, and they operate 348 
offices. These agencies handle well 
over two-thirds of all national ad- 
vertising. They employ about 
16,000 people, of whom about 
8,000 are advertising specialists. 

In reviewing the war services of 
advertising agencies, Mr. Gamble 
said that agency people cooperated 
with media and _ advertisers, 
through the War Advertising 
Council, to provide free adver- 
tising services to help win the 
war, and developed and carried 
through 180 campaigns. 


Goldgar Named Head 
of AVC Chapter 


Michael Goldgar, head of a New 
York advertising agency bearing 
his name, has been elected chair- 
man of a recently organized Ad- 
vertising Chapter of the American 
Veterans Committee in New York. 

Others chosen as chapter of- 
ficers include: Norman Eisner, 
Century Letter Company, vice- 
chairman; Don Reynolds, Camp- 
bell-Ewald agency, corresponding 
secretary; Harold Bellin, Eastern 
States Advertising Company, 
treasurer; Richard Ruffman, ad- 
vertising director of Traubee Prod- 
ucts, publicity chairman; Robert 


If you sell 
DENTIFRICES 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


 ——— 
a] WIBW 


“Te Voice of Komaaa” 


Topeka... Kansas , 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


N° matter which of the many 

Oxford papers an Oxford 
craftsman happens to be making, 
he welcomes the constant labora- 
tory testing as proof that his skill 
is still as keen as ever. 


In the “fold” test, for example, 
sample paper strips are mechani- 
cally folded back and forth to 
determine how much _ bending 
they will take without breaking. 
Standards are well beyond nor- 
mal use —but all papers must 
meet them. 


Oxford papers get many other 


UNBELIEVABLE! WHEN TESTED ON OUR 
LABORATORY “FOLD” MACHINE, ONE SAMPLE 
STRIP OF OXFORD MAINEFOLD STANDS ONLY 

HALF AGAIN AS MANY FOLDS AS AN ACCORDION! 


exacting tests as well — for sur- 
face bond, whiteness and color 
accuracy, printability, and so on. 
Though our standards are invari- 
ably set high, we can maintain 
them because our facilities are 
complete. We do the whole job 


from wood to finished paper. 


— Engravatone, 


In addition, Oxford has many 
years’ experience making over 
1,000 miles of quality paper a 
day — plus the benefit of long 
research in all kinds of paper 
problems. So when you think of 
quality printing, always think first 
of Oxford papers. 


Included in Oxford’s line of quality printing and label papers 
are: ENAMEL-COATED — Polar Superfine, Maineflex, Maine. 
flex C1S Litho, Mainefold and White Seal; Uncoatep 
Carfax, Aquaset Offset, Duplex 
Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N. Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cities 


Sas a aay Seb eae REE hates oe bees aoe ep ae Lire ARM eA Bic Me ts Saks a BRE tn Hee ES “Pitan as Spee Se aed duaee ee ee! ee 
e oS cons oe ie Be ig ae Le ER IE a ZR Ses AG La a ity tee rae 5 ees sh, Wee 
2 : ; A ogee: 7 amp nea Nee 
re 
1946 ee a 
Be 
a ag 
ME | - 
| | es =| ee . 
repro- | | Fe 
is are : 
1945 wee 
76 | a a | a cas 
99 — Ee Reb 
*115 “BP Bah 
| ES tS 
ait | picinaomnc ae , ee oz 
| * | 
18,442 . YY 
1945 | ee 
1452 Ee 
ave | | al 3 
| _ ee 
101 - 
36 
113 ; 
26 
$179 
140 
223 
164 ; 
178 r 
*120 
o” 
82 ' ai 
115 : 
12 wai 
390 | - ee 
5133 | 
B15 ie 
ne © i \ 0 r P 
2 r <4 
234 ee. . GQ) 
247 | Uy C) : () 
139 | Z y 
f © (| . 
315 ( e y < VY 
| } ¢ : : Y 
156 yy x ee | i = ON i Z 
980 } A J \4 
58 es 4 af 
s | FS my >“ U / 
aks es bess 
D lia spt b \ = 
135 ; oe i 3 ee oe gh 
105 \ g Coen oops i : : 
ea 4 @ - ® - i 
4,951 career aCe : —  —/ a ae 
_— le @éE-. a | 
oe sau? e Pay ee eS ie = mT LTS Pn ren ig ete ois 
42 | stare oa eit bo anes =...) > coeane ean! c sy ane 
448 ioe eee cad wee eas ‘ Sere 
hi rare. Eee nee —_—— es a 
1041 (Ha Ss a Me ats i Saks me 
52 “oii 8 aA ss ada Mea i sl Sl ie 
88 a 
| i pe ? sas atta cae cS si, = 
«Oe Cb : eae eee 
Rca oo ie Se eo 
ae aia ree am 
“88 pe 7 aie hae 
- | as ee ete 
| a ait fh, Rina dank ‘ ail 
46 | a ee <tr eS 4 
64 on 
~~ pe ee 
ee = : ee | F 
1,248 « ane shad — aye 
140 | te ss <a 
- = | flee cakes ees 
79 “ints " 
85 SS i 
7 - a _— ji ie 
151 ot a 
92 . 
74 
104 
*35 
150 | | ‘ 
119 | 
99 | * 
ne ¥ : # Gas “ee 
36 F * pie. 4 : m ai oh i & . - : E 
e , eer 2 yt ° Ree Pe 
103 Bis ne. see 3 — 
| ase ia E * ya yi be “ 
bg ia Sg bs p | PT Gm ini 
f % ‘He. ee e =e ; Ret 
4 te ‘7 Ps. - » matin wt 3: : s 
“ + 4 <i Me 4 ges ee ae. 
eae * ' aY 3 7 
| wan ,% ie _ = 
= e 
| ee 7 
7 ae 
Ys nace oS. 
oe Whi 
=~ hd ee 
8 (n) : ee 
Ji Be 
, al a 
ntinel utes “a 
con- : 
new 
lvra 
: pre- pe 
epre- ee 
t sta- : 
amed F 
rela- ’ 
3rew- ; = 
z ; i % : ‘ ai ey ; ; eer ' a 


Copy Criticisms 
Blunt and Meaty 
at Ohio Ad Clinic 


" 250 Told About 
Aids on Copy, 
Media and Markets 


CoLumBus, O.—JIn direct con- 
trast to misty admonitions that 
“something should be done about 
advertising, etc.,” more than a 
dozen of the nation’s advertising 
men and women at Ohio State 
University’s Advertising Copy 
Clinic last week hammered out 
arguments for specific changes 
and improvements in advertising 
and merchandising. 

Before about 250 media, agency 
and retailer personnel, came such 
speakers as Mrs. Bj Kidd, N. W. 
Ayer & Son, Philadelphia; Dr. 
: Vergil D. Reed, associate director 
of research, J. Walter Thompson 
Company; Roy D. Moore, presi- 
dent, Bureau of Advertising, 
ANPA, and others who neither 
viewed with alarm nor pointed 
with pride, but simply got down 
to brass tacks. 

While she denied that she was 
the one who discovered the dif- 
ference between men and women, 
Mrs. Kidd declared forcefully that 
“they (women) don’t like to be 
argued, brow-beaten into conclu- 
sions.” Campaigns aimed at fe- 
male readers frequently fail, she 
said, because women are becom- 
ing increasingly annoyed at the 
assumption that they are unable 
to figure out advertising messages 
without the use of charts. 

Ads should show women the 
way every woman wants to be, 


fis 


ss THE SOUTH'S A WIDE-OPEN 
. APPLIANCE MARKET 


Worn out from doing their own 
housework for the first time, South- 
ern housewives are a wide-open mar- 
ket for modern electrical appliances. 
They’ ve lost their old-time maids and 
want the best labor-saving devices 
available to do the housework for 
them. 


ELECTRICAL SOUTH, with its 
11,000 copies monthiy, is the only 
means of adequately covering the ap- 
pliance distributors and dealers— 
hardware, furniture and department 
stores as well as electrical dealers 
and utilities — throughout the 17 
Southern and Southwestern states— 
your fastest growing electrical mar- 


GRANT BUILDING « 


ATLANTA 3, GA. 


said Mrs. Kidd. The more adver- 
tising emphasizes the desired liv- 


ing level, the more successful it. 


will be. Women, she declared, 
are always eager for advertising 
that teaches, or even suggests, how 
to live better. Despite the usual 
male attitude toward woman’s in- 
tuition, it goes a long way toward 
selling products and increasing 
readership, Mrs. Kidd said. 
Almost every speaker urged 
greater study of the reader or 
listener attitude toward products 


and living conditions affected by 
those products. 


Markets Changing 


Builders of good advertising, it 
was brought out, must decide what 
point or points they want re- 
tained by readers or listeners, then 
plan production on the basis of 
how much copy will be needed 
to reach that point of thought re- 
tention. 

Unless advertising men are will- 
ing to “develop some foot and 
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brain calouses seeking and digest- 
ing facts about markets and dis- 
tribution,” Dr. Reed believes they 
might well seek a “less strenuous 
profession.” Calling attention to 
some of the changes in market- 
ing and distribution, he told the 
clinic that importance of advertis- 
ing to foreign-language groups is 
decreasing; that families are in- 
creasing in number but decreasing 
in size; that the average age in 
America is increasing (29 years 
now, up from a onetime 16-year- 


old average) and that the gain in- 
dicates a decided change in dis- 
tribution. 


Trend Is Decentralization 


He cited, too, the trend toward 
decentralization in daily living, 
and pointed out how large cities 
have not enlarged their corporate 
limits where suburban communi- 
ties are constantly growing. In- 
dustry is also following the de- 
centralization trend and this will 
cause changes in marketing chan- 
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Advertising Age, November 18, 1946 


in- nels and methods. writers and planners to: Solve|of various media to quarrel among|termined largely by the type of S il Off B d t 
dis- Department stores, Dr. Reed/customer problems, show prod-| themselves, and at the same time| product. He defended radio com- Oll- u ge 
said, probably will see few major | ucts in use, tell all about the prod-| urged careful market studies to|mercials on the grounds that they E d $300 000: 
changes except to get a slightly| uct and keep selling top manage-| determine the proper use of media.|are less objectionable than some xceeas ’ 7 
larger slice of the retail pie. Co-|ment. William Bennett, Sears,| Calling radio the “greatest stim-| of the copy carried in other media. P] N P re | t 
yard operatives will not put either re-| Roebuck & Co., Chicago, empha-|ulant to mass action in man’s his-|He cited particularly proprietary ans ew Froauc 
ring, tailers or wholesalers out of busi-| sized again that copywriters should| tory,” David Baylor, of WGAR, | medicines. GLENpALE, CaL.—Soil-Off Mfg. 
ities ness, he declared. He warned, | “get the facts before ever attempt-| Cleveland, declared that according Raps Direct Mail Methods Company’s 1947 advertising bud- 
rate however, that reconversion of re-|ing to write a word of copy,” and|to polls made recently, 62% of ; c . get will total more than $300,000 
uni- tailing will take considerably|reminded admen that “sales re-|radio listeners preferred to have| Preparation of direct mail copy|ong calls for copy and illustra- 
In- longer than in manufacturing and | sults tell whether you’re right or| advertising with their radio pro-| Was criticized by C. B. Mills, of|+:,), featuring Vera Nyman, presi- 
de- attributed much of this to un-| wrong.” grams, but urged writers to keep|O. M. Scott & Sons, Marysville, O.,| gant and creator of Soil-Off liquid 
will settled wage conditions. In discussions of media, Mr.|commercials short. Length of com-|due primarily to the manner in| ,oint cleaner. 
lan- Other speakers told advertising| Moore scored sharply tendencies|mercials, he added, should be de-| Which various advertising offices 
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—and no place like Better Homes & Gardens 
to sell everything that goes into homes. 


neglect to allocate to direct mail 
the necessary amount of funds and 
talent. He declared that “high 
priced” men are being assigned to 
space work and that there is 
“chiseling”’on direct mail prepara- 
tions as a result. He said that 
banks employ the poorest direct 
mail copy. 

The copy clinic, the third major 
meeting of its kind to be held at 
the university, was under the di- 
rection of Dr. Kenneth Dameron, 
of the university’s College of Com- 
merce. 


Three Name Kiernan 


Frank Kiernan & Co., New York, 
has been named by the Graham- 
Field Surgical Company, New 
York, manufacturer and distribu- 
tor of specialties in the surgical 
field; Goodman-Kleiner Company, 
New York, manufacturer and dis- 
tributor of hospital, laboratory 
and surgical glassware and ap- 
paratus, and the Medical Charts 
& Specialties Company, manufac- 
turer and distributor of medical 
charts, analysis sets, and special- 
ties to the surgical trade. 


The new personalized campaign 
will emphasize Mrs. Nyman’s six- 
and-one-half years of visiting 
housewives to test reception of 
Soil-Off, on which the company 
bases its “tested by 75,000 house- 
wives” slogan. 

The ’47 schedule calls for full- 
page color ads for 12 months in 
The American Weekly, supple- 
mented by ads in newspapers and 
spot radio. Ads will appear in 
The Christian Science Monitor, 
Family Circle, Good Housekeep- 
ing, Sunset Magazine, Western 
Family and trade publications. 
Point-of-purchase material and 
possibly outdoor posters will be 
used. 

The company is readying plans 
to introduce another product, but 
Soil-Off officials will not divulge 
its nature until further testing is 
completed. The December inser- 
tion in The American Weekly, it 
is said, will invite customers to 
assist in the test of the product. 

Frank Oxarart Company, Los 
Angeles, handles the account. 


Atlas Uses DC-4 


. Atlas Supply Company, a sub- 
hen Dr. Starch's report shows Better Lauraites Opens Agency sidiary handling tires, batteries 
Paul W. Lauraites, formerly|and accessories for the various 
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Homes & Gardens with the highest family-income 
among 20 magazines — and when there 
are 3,000,000 BH&G subscribers, all home- 
makers, representing some 10,000,000 people 
living up to the highest standard of living in the 
world — doesn't it follow that BH&G will do 
some pretty sharp picking of your juiciest market 


for anything you sell that goes into homes? 


president of Amerad, Inc., and 
previously with Russell T. Gray, 
Inc., Chicago, has opened his own 
agency, Industrial Advertising As- 
sociates, at 107 E. Madison St., 
Waukegan, Ill. The agency will 
handle both industrial and con- 
sumer accounts. 


Standard Oil companies, has begun 
using a converted DC-4 to sell 
airplane tires and other products 
to service station dealers and other 
buyers located at some 800 air- 
ports in the U. S. The plane in- 
cludes a display of Atlas products 
and equipment for showing films. 


O 100,150 


O Plastic Products 
oO 50 O 1,286 


O $50,586,000 


1. The present population of Greater Lawrence approximates: 
© 95,000 


2. Lawrence is the World Capital of 
CO Wood products ( the Worsted Textile Industry 


3. Lawrence has how many retail stores? 


4. Retail sales for the year 1945 in Lawrence were 
O $52,942,000 


O 130,000 


O 1,497 


© $90,480,000 
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sewoour BujAng 


Reach the people who are better able 
to buy your product. Reach them thru 
their daily newspaper—the Eagle-Tribune. 
Read in 95 out of every 100 homes. ABC 
Circulation over 35,000. 


te EAGLE-TRIBUNE 


- LAWRENCE, MASSACHUSETTS | 


WAROD-GRIFFITH CO. = NATIONAL REPRESENTATIVES 
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New Homes for All Vets Isn't 
Wise, Dealer-Banker Insists 
WasHincTton—As the adminis- 
tration debated the future of the 
program channeling material into 
$10,000 homes for veterans, op- 
ponents of the Wyatt Housing 
authority went so far as to chal- 
lenge the basic wisdom of encour- 
aging young ex-servicemen to ex- 
pect new homes of their own. 
Having achieved a partial vic- 


By STANLEY E. COHEN, Washington Edit 


tory with the removal of price 
ceilings from materials, industry 
groups pressed the argument that 
construction would move more 
rapidly if builders were free to 
“buckle down to work” without 
the interruptions and uncertainties 
of government permits, stop orders 
and cost limits. 

Industry’s position was voiced 
by the U. S. Chamber of Com- 
merce’s George W. West, who con- 
ceded before the American Legion 


'trade, Mr. West argued: 


housing committee that veterans 
might not be able to afford homes 
produced in a free market. 

A lumber dealer and banker by 
“T can 
think of no time in our history 
when it was considered wise or 
necessary for every young man 
with a new family, a new job and 
a career yet to be shaped to bur- 
den himself with a long term debt 
in order to buy a new home.” 

Every time a new home is oc- 
cupied, an old one will become 
available, Mr. West explained. The 
young veteran, he said, would 
more likely find “decent, com- 
fortable shelter at a price he can 
afford” in these second hand 
homes and apartments. 


* * * 


Personal impact of the turn- 
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over in political control has be- 
gun to worry “Washingtonians” 
who trooped here during the past 
15 years. Some who had come to 
think of themselves as permanent 
fixtures fear that no job paying 
over $6,500 will be safe. Newsmen 
and lobbyists frantically explored 
the need for new “pipelines.” Some 
saw a break in the local housing 
market as Democrats “liquidated” 
holdings and left for the provinces. 


* Ba * 


Post Office Department objected 
to domestic air routes proposed by 
Pan American. Protesting that 
Pan American would merely pro- 
vide faster service where service 
already exists,g@the department 
called for routes to communities 
that currently have no air con- 
nections. In duplicating existing 


WHAT DOES THE STAR SAY? 


A. B. C. circulation statistics 


A familiar question from Washingtonians 


who. for 95 years have accepted the 
STAR as the authority in matters of news 


importance in the Nation's Capital. 


Period ending March 31, 1946 


211,046 DAILY 
226,094 SUNDAY 


80% Home Delivery 


Advertisers seeking sales in the Washington, 
D. C., market find this selfsame reader con- 
fidence in the STAR an important 


factor in securing product acceptance—for 


in Washington people believe what 


they road in the STAR. 


DAN A. CARROLL, NEW YORK « J. E. LUTZ, CHICAGO 


routes, Pan American will split the 
mail load and bring demands for 
higher subsidies from _ existing 
carriers, Post Office predicted. 

* cs a 

Job hunting became a subject of 
major importance, particularly 
when 35,000 OPA employes found 
their work abolished overnight. 
Administrator Paul Porter, who 
had begged the staff to stick to- 
gether during last summer’s legis- 
lative wrangle, asked industry ad- 
visory committees to help OPA 
personnel officials find private jobs 
for those who remained to the end. 

* * * 

If Mr. Porter returns to the 
FCC, he should feel at home. Ac- 
cording to predictions, FCC is to 
get a Congressional tossing around 
that will make its chairmanship 
resemble his role at OPA. It’s 
doubtful, though, that Congress 
could punish FCC by cutting its 
funds, for the chief sufferers 
would be broadcasters who are 
waiting for FM and _ television 
licenses. , 

%* * oo 

The Price Decontrol Board had 
been scheduled to consider a peti- 
tion from makers of specialty 
papers used in pulp magazines. 
Turned down by OPA, they ap- 
pealed that the supply of their 
product exceeds 1941, and that it 
isn’t important to living costs any- 
way. Departing OPA newsprint 
executives guessed that newsprint 
may increase slightly above the 
present $84 per ton figure, then 
drop eventually to $80. 

* * * 


Though some industry people 
wanted to wait until Dec. 31, CPA 
Chief John Small ended rules 
freezing production of bottles and 
jars to 1942 sizes and shapes. To 
/maintain the record 110,000,000 
gross rate of production, he sug- 
gested that the industry turn down 


orders for “private designs,” ex- 
| pected particularly from the bev- 
erage and cosmetic industries. 

. + «+ 

_ The “Economic Council”—nee 
\“Full Employment Council”—has 
retained seven topnotch economists 
| to search government and private 
| sources for data to go into a re- 
| port next month to President Tru- 
/man on 1947 business probabili- 
|ties. Some of this material will 
| be made public in the so-called 
“job budget” message when Con- 
|gress returns. The seven, the 
council’s full staff, are William 
Stead, vice-president, St. Louis 
Federal Reserve Bank; Wilson 
Wright, Armstrong Cork Company; 
Fred Waugh, OWMR; Robert War- 
ren, Federal Reserve credit ex- 
pert; Carl Shoup, Columbia Uni- 
versity; Donald Wallace, OPA, 
and Gerhard Coln, Budget Bureau. 


Portland Agency Adds 5; 
Moves to Larger Offices 


Marvin Knudsen, formerly with 
Jos. Gerber Agency, has been ap- 
pointed production manager of 
Allen, Clenaghen & Smith Agency, 
Portland, Ore. Pauline Woolsey, 
previously advertising manager of 
Beno’s, Council Bluffs, Ia., has 
been added to the staff as copy- 
writer. William Weber, Polly Gor- 
don and Ray Ellison have joined 
the art staff. 

The agency has moved its offices 
to larger quarters at 1135 S. W. 
Yamhill St. 


AMA Sees BMB Film 


Broadcast Measurement Bureau’s 
Kodachrome sound movie drama- 
tizing seven suggested uses of 
BMB radio audience reports (AA, 
Sept. 16) got its first showing 
before an American Marketing 
Association group Nov. 12 when 
Hugh Feltis, BMB president, ad- 
dressed the Cleveland chapter and 
showed the film. 


Appoints Goddard 


Don Goddard, news commen- 
|tator of Station WMCA, New 
York, has been appointed director 
of the radio department of Physioc 
& Merckle, New York, public re- 
lations counselor. 
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WNBC’s ‘Salute’ 
Idea Makes Hit 
With Bayonne 


NEw YorK—When a radio sta- 
tion cracks a newspaper’s front 
page with a banner headline, a 
four-column picture and top-head 
stories, that’s news, claims WNBC. 

And that’s just what NBC’s key 
station here has done in launching 
an unusual promotion following up 
its recent switch in call letters 
from WEAF (AA, Oct. 7). 

The idea—to broadcast a series 
of on-the-spot, all-day “salutes” to 
cities and communities in WNBC’s 
immediate listener neighborhood— 
is credited to Jim Gaines, station 
manager, who was once an advance 
man for the late Major Bowes’ 
amateur shows. 

Launching the project, WNBC 
set up a separate department head- 
ed by Murry Harris as supervisor 
of field promotion and singled out 
Bayonne, N. J., as the first city to 
be honored. Nov. 19 was desig- 
nated as “Bayonne Day” on 
WNBC. 

Bayonne went for the idea. The 
Bayonne Times gave the story top 
play and announced a special edi- 
tion for Nov. 19. The Rotary and 
Kiwanis clubs endorsed the project. 
A committee of 200 community 
leaders was formed to cooperate 
with the station. The mayor issued 
a proclamation. 

In turn, WNBC arranged to put 
most of its star performers, includ- 


ing Jinx Falkenburg and Tex Mc- | 


Crary, Mary Margaret McBride, 
Bob Smith and Maggi McNellis, on 
the air from Bayonne Nov. 19 and 
to give local personalities guest 
spots on the day’s programs. 
WNBC executives, elated over 
the Bayonne response, have put 12 
other localities on “honor list’’ for 
similar all-day salutes to be aired 
once a week, which will carry the 
series through next February. 


Adds Three New Ad Units 


Effective with the December is- 
sue, Tourist Court Journal, Tem- 
ple, Tex., will add three new units 
of advertising which are: Two- 
thirds of a page at $171 for one 
time; one-third of a page at $97.50 
for one time; and one-sixth of a 
page for $56 for one time. C. 
Frank Holstein, with offices at 308 
Boulevard building, Detroit, has 
been appointed advertising repre- 
sentative of the publication. 


Canada Admen Elect 


~— £ Williamson, Canada 
Starch Company, Brantford, Ont., 
has been elected president of the 
Sales and Advertising Club of 
Brantford. 


ELEMENTARY 
AS 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The O1. WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 
Houston New York Cleveland 
Chicago Tulsa os Angeles 


Buys Paper Division 

Smead Mfg. Company, Hastings, 
Minn., has purchased the paper 
products division, including all fin- 
ished inventory, raw material and 
machinery of General Fireproof- 
ing Company, Youngstown, O. 


Hormel Promotes Keller 


Ralph Keller, manager of the 
hicago flavor sealed division of 
Geo. A. Hormel & Co., has been 
appointed to the newly created 
position of manager of selling 
operations in the Chicago offices. 


eS ire Mia Te aeee VO 
Magy ete 


Rexall to Feature 
Cara Nome Line 


Los ANGELES—The United- 
Rexall Drug Company will break 
with company precedent this year 
when it features a specific product 
in its Christmas advertising, 
scheduled for Life and The Satur- 
day Evening Post. 

Gift sets from the United-Rexall 
cosmetics line, Cara Nome, will be 


promoted in a four-color page in 
the Nov. 30 Post and in a two- 
color page later in Life. Four 
broadcasts of the weekly CBS 


| Rexall Drug radio show, starring 


Jimmy Durante and Garry Moore, 
will include Christmas commer- 
cials on four consecutive Fridays, 


57 


beginning Nov. 29. 
N. W. Ayer & Son is the agency. 


Athol Promotes Tyler 


Robert M. Tyler, in the sales de- 
partment of Athol Mfg. Company, 


Athol, Mass., has been appointed 
assistant sales manager. 


GIBBONS 


ADVERTISING 


K NO 
J. J. 


MONTREAL 


TORONTO WINNIPEG 


GIBBONS 


AY STREET. - TORONTO 
REGINA 


WS CANADA 
LTD. 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


REG. U. 8S. PAT. OFF, 


CONSOLIDATED WATER POWER & PAPER COMPANY 


proved 


Seek 


; ‘3 See Se nes ig etn 4 : 
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FINE 


Coated Peper 


NEEDS NO OTHER NAME 


By “‘streamlining”’ the 


manufacture of coated paper 
Consolidated achieved a superior 
product at less cost. This im- 


paper, sold at uncoated 


paper prices, remains fine coated 
paper and needs no other name. 


Wises Os! 


Photograph courtesy of 
U.S. ARMY AIR FORCES 
shows the action of the atomic 
bomb over Nagasaki, Japan, 


Contldated corres Vap00 


PRODUCTION GLOSS... MODERN GLOSS 


The photograph reproduced above is one of many used by 
Westinghouse Electric Corporation in their interesting booklet 
“The World Within the Atom.” To insure the best possible 
reproduction of such difficult subjects the booklet was printed 
on Consolidated Coated Paper. 


Manufactured in weights down to 45 pounds, Consolidated 


Coated Papers meet almost any printing need. 


1 ann 
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MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


Five Modern Mills 


SALES OFFICES 


135 $0. LASALLE ST., CHICAGO 8 
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SEASON AFTER SEASON booms may come and booms will go, 
but the bang that Hometown, Ohio gets from just-right living 
is a lifetime thing. Your billion-dollar market is always there, 

‘ always stable— sound as 
the Courthouse corner- 
stone. One order, one 
check—that does the trick. 


VEL OIN 
> BO \ “2 


OHIO SELECT LIST NEWSPAPERS | 


JOHN W. CULLEN CO. 


NEW YORK 


_ CHICAGO PUBLISHERS’ REPRESENTATIVE 
_ CLEVELAND CINCINNATI. — 
FOR ACTION 
FROM PRESIDENTS 
TRY DUN’S REVIEW 


Al Crews Writes 
Topnotch Volume 
on Radio Writing 


CHIcAGO—Albert R. Crews’ book, 
“Professional Radio Writing,” 
published by Houghton Mifflin 
Company at $4, should be a good 
buy for those who want to become 
radio writers—for one of two rea- 
sons: If the reader has talent, 
the 473-page text will help him; 
if not talented, it will make clear 
that he should aspire to another 
profession. 

Mr. Crews, production director 
of NBC’s central division, accom- 
plishes this unusual task primarily 
by showing writers that they prob- 
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ably cannot succeed in radio unless 
they have a good ear. Admitting 
that some radio writers get by 
without much sense of pitch, vol- 
ume, quality and other aspects of 
sound, he makes it clear that com- 
petent writers for the medium 
must use typewriters and paper 
only as “mechanical means of put- 
ting down sound symbols.” 

Included in the book are chap- 
ters on program types, aural writ- 
ing, radio policies, music program 
continuity, commercial copywrit- 
ing, various types of dramatic 
programs, the market for radio 
writing, etc. 

Skilled writers for other media 
will find the text as filled, for them, 
with useful fundamentals and de- 


tails as will amateurs. ‘ The book 


is written neither over the heads 
of youth in search of a vocation 
nor under the heads of successful 
novelists and other specialists. 


Andrews to Promote 


Bob Martin's Products 


Bob Martin, Ltd., Southport, 
England, has appointed J. H. An- 
drews Company, Montreal, as_ its 
Canadian sales agent for Bob 
Martin’s condition powders and 
other remedies for dogs. News- 
papers and radio are being used 
to promote the product. Copy now 
running features “Bob Martin’s 
conditioning test for your dog” 
with an offer of a free brochure 
and a sample of Bob Martin’s con- 
dition powders. The account is 
directed by McKim Advertising, 
Montreal. 


~NEW YORK S 


COLOR: All you want 


9 out of IO 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 
EXPOSURE: 23 minutes per ride 
REPETITION: 26 rides a month 


... this is subway advertising! 


CAR CARDS + STATION POSTERS 


a 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 
410 N. Michigan Ave., Chicago 11, lll. 
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UBWAYS Advertsing 
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Company, Inc. 
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General Aniline 
Develops $985 
Printing Machine 


NEw YorkK—General Aniline & 
Film Corporation is making use of 
a novel sales technique—a fleet of 
automobile trailers fitted up as 
traveling offices and showrooms— 
to introduce its 745-pound “Ozalid 
Streamliner” machine, which re- 
produces anything drawn, printed 
or typed, even a photograph, in a 
matter of seconds. 

The new Streamliner has been 
designed, to sell at $985, as an all- 
purpose machine especially useful 
in offices and plants for reproduc- 
tion of all records, correspondence 
and engineering drawings. A new 
development in the process called 
Ozara even makes possible the 
printing of photographic designs 
on textiles. 

With the Ozalid method anything 
drawn, typed, printed or photo- 
graphed on translucent material is 
reproduced on sensitized paper or 
other sensitized material after two 
operations—exposure and dry de- 
velopment. Only 25 seconds are 
required to reproduce standard- 
size engineering drawings, ac- 
counting reports, file cards, photo- 
graphic film positives and other 
translucent originals. The lines and 
images on originals can be repro- 
duced in blue, red, sepia or yellow 
and on paper, cloth, foil, film or 
plastic. The Ozalid method was 
developed about 30 years ago by a 
Benedictine monk in Austria, im- 
proved by General Aniline (which 
claims to manufacture about 30% 
of dyes in this country), and now 
has been developed sc that it may 
be available to thousands of offices 
and shops. 


Other Models Planned 


The machine, which has two 


higher-priced companion models— | 


Model B at $2,850 and the Print- 
master at $4,850—is expected to 
be turned out at the rate of 200 
monthly by December, with produc- 
tion centered in Johnson City, 
N.Y., Detroit and Oakland, Cal. 
Insertions in engineering business 
papers will open an_  advertis- 
ing drive to promote the machine, 
with publications in other fields to 
be added later. Young & Rubicam 
is the agency. 

The new trailer, which cost $15,- 
000, is the first of a fleet to be used 
by the company’s salesmen. Each 
will carry a spare machine for de- 
livery “to enthusiastic prospects 
who can’t wait for delivery from 
the company’s factory.” 


Alaska Agency Gets 4; 
Thomas Heads Radio 


Alaska Advertising Agency, An- 
chorage, has been appointed to 
handle the advertising of Alaska 
Radio Supply, Inc., distributor for 
national manufacturers of radio 
and electronic equipment, using 
newspapers, radio and bus cards; 
Alaska Fur Factory, using news- 
papers, radio, direct mail and 
magazines; Arnold Air Service, 
using newspapers, radio and bus 
cards, and Airport Machinery & 
Storage, using newspapers, radio 
and bus cards. All four accounts 
are located in Anchorage. 

Hal D. Thomas, formerly on the 
staff of Station KOMO, Seattle, 
has been named radio director of 
the agency. 


Names Eastburn-Siegel 


Eastburn-Siegel Advertising 
Agency, Atlanta, has been named 
to handle the advertising of the 
Seventh Army’s recruiting cam- 
paign. The drive is scheduled to 
begin this month, and the budget 
will be allocated to every weekly 
and daily newspaper and radio 
station in Florida, Georgia, South 
Carolina, North Carolina, Tennes- 
see, Alabama and Mississippi. 


the $t.Paul Dispatch 


and Pioneer Press are 


the Only Dail; 


Papers 
Read by 902 ot the 
531,000 
the $t.Pa 
city zone.” 


“Less than 10% of the people in the St. Paul 


City Zone read any 


RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave. 


CHICAGO 
Wrigley Bidg. 


ul A.B.C. 


INC.—Noational Representatives 


people in 


other daily newspaper. 


DETROIT ST. PAUL . 
Penobscot Bldg. Dispatch Bldd. 
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TO MORE SALES 
IN AMERICA’S No. 1 
DAIRY STATE 
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Talks Dairy Business to Dairy Farmers 
Wisconsin Agriculturist & Farmer 


How many cows in Wiscon- 
sin? According to latest 
estimates—more than 2,- 
500,000! One-half of the 
cheese produced in the 
United States comes from 
Wisconsin. Wisconsin pro- 
duces one can of every 
three of the nation’s eva- 
porated and condensed 
milk— about one pound in 
every three of the country's 
powdered milk. 


There’s an easy way to get next to the prosperous 
Wisconsin dairy farmer. That is to approach him and 
talk to him through a medium that knows his business, 
talks his language, helps him in his daily work. In 
Wisconsin that medium is Wisconsin Agriculturist and 
Farmer, established in Racine, Wisconsin, in 1849. Be- 
cause Wisconsin is primarily a dairy state, Wisconsin 
Ag is primarily a dairy paper—designed to help make 
Wisconsin dairy farming more efficient, more produc- 
tive, more profitable. Yet because Wisconsin farming 
also is diversified, Wisconsin Ag is broad in its coverage 
of farm subjects and is edited for every member of 
the farm family. To do business—use the paper that 
talks business—in more than 90% of all Wisconsin 
farm homes! 
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To Klingensmith G-E Promotes Park 
Columbia Machinery & Engi- George B. Park, assistant ad- 
neering Corporation, Hamilton, vertising manager of the appliance 


has appointed H. M. Kling-| and merchandise department of 
ensmith Company, Canton, O., to, General Electric Company, 
handle its advertising. Business| Bridgeport, has also been named 
papers and direct mail will be | manager of the department’s new 
used. public relations section. 
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SATISFIED 
CUSTOMERS 


A Purpose 
Shared by 
The Schenectady 


GAZETTE 


and its 


Carrier Organization 


The Gazette's complete news coverage and 
interesting features; the prompt, efficient daily 
delivery by trained carriers — these are the 
factors that have built Gazette leadership. 


THE GAZETTE LEADS IN 
ADVERTISING and CIRCULATION 


Of Course 


REYNOLDS-FITZGERALD, Inc., National Representatives 


: 


St. Louis Groups 
Air Civic Forum 


St. Lours—With the advent of 
their radio show, “Wake Up, St. 
Louis,” which opened Nov. 5 over 
KXOK here, the St. Louis Junior 
Chamber of Commerce and the St. 
Louis Junior Bar Association may 
well have begun an open discussion 
which will lead to a broadcast free- 
for-all. 

Designed to air the views of 
young men and women of St. Louis 
regarding general current topics, 
the show also welcomes, during its 
half hour period, questioning of the 
participants by the audience. The 
forum will include one member of 
the Junior Bar Association, a mem- 
ber of the Junior Chamber of Com- 
merce and two prominent young 
St. Louisans presumably chosen at 
random. Bruce Barrington, KXOK 
news editor, will act as moderator 
and possibly mediator. 

The program is broadcast each 
Tuesday from the auditorium of 
the city’s public library. 
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Dunhill Runs Pre-Yule 
Newspaper Campaign 

Alfred Dunhill of London, Inc., 
New York, has scheduled a pre- 
holiday newspaper campaign for 
Aluminum Denicotea cigaret hold- 
ers. Copy first appeared Nov. 6 
and Nov. 13, and will be followed 
up on Nov. 20 and Dec. 4. News- 
papers are scheduled in 15 cities. 
Lawrence C. Gumbinner Advertis- 
ing Agency, New York, has the 
account. 


J&J Signs for Video 


American Broadcasting Com- 
pany signed Johnson & Johnson, 
New Brunswick, N. J., manufac- 
turer of baby products, for spon- 
sorshi of a_ television show, 
“Bathing Time for Baby,” heard 
Nov. 12 from 9-9:15 p.m., CST, 
over Station WBKB, Chicago. 


Appoints Cromwell 


Warren Cromwell, formerly New 
York Sun’s Washington correspon- 
dent assigned to the White House, 
has joined the public relations 
staff of Sheldon, Morse, Hutchins 
& Easton, New York. 


NIAA Plans 25th 
Meeting in June 


MILWAUKEE—The National In- 
dustrial Advertisers Association 
will hold its silver anniversary 
conference at the Hotel Schroeder 
here June 15-18. The growth of 
NIAA, presented in dramatic form, 
will be a feature of the conference. 

NIAA membership totals ap- 
proximately 3,000, three times the 
number of members a decade ago. 
There are 25 chapters of the asso- 
ciation. 

Lane Witt, president and general 
manager, will head the general 
conference committee in charge of 
plans for the annual conference. 
Harry Hoffman, Hoffman & York, 
Milwaukee, is chairman of the pro- 
gram committee. 


Du Barry in Canada 
Advertising for Du Barry face 
powder has begun, for the first 
time, in Canadian dailies, running 
three times weekly. James Fisher 
Company, Toronto, is the agency. 


RIS) 


Gat COMBINATIOWy/ 


To reach the two important 
groups of buyers of office 
equipment and supplies. 


Together, seasonings and condiments can make an ordinary dish into a 
culinary delight. Used in combination, GEYER'S TOPICS and OFFICE 
MANAGEMENT & EQUIPMENT form a relishing opportunity for the adver- 
tiser to cover a flavorful market. 


GEYER’S TOPICS, edited refreshingly to the taste of wholesalers and 
retailers of office equipment and supplies, has been the foremost trade 
paper in this field since 1877. 


OFFICE MANAGEMENT AND EQUIPMENT is editorially designed for the 
palate of office management executives in big industries and organizations 
all over the country—men who make large purchases of office supplies. 
Space is sold singly or in combination, but together, each sets off the other 
to advantage. Advertisers can use to their benefit the solid, lasting punch 
of both magazines. 


See Standard Rate & Data or Write for Rate Card 


GEYER PUBLICATIONS 


260 FIFTH AVENUE 


Established 1877 


NEW YORK 1, N.Y. 


Also publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 


“ht 


Oona os eo 4 


n 
. 
a 
Vv 
t 
b 
e 
a 
p 
a 


LL Eos PANE Eee ean aan! & : Euless eo ca Bae Oat tela ec aR Cover eA hes ae < si 5 SEES ion ees Es ae ‘pathos » EA gs te eee tan Feed ee en fee cg ea ge Cen ee re er aR ss ae of : SSA 
ote. ' 
~~ = rn | F 
_— | & 
am : 
a 
en | | 
y ae i. = | 
' Sey Ag « schienialatimiaaas i 
a ceping | | | 
| Sa | | 
- a a x >» i | 
ven | 
ree ? Fr ie ee te 
ae 2a 
- io ae 
ee . a 
| =~ 2 Ln a | 
Rees i a. 4 \ 
a aii 
ae 
ems * wo edits 23 = : a el 
hi ioe ’ F 
, 4 : | ii 
ti 
a \ | 
— ee ave Dee | 
eee oN Ys 4. aeeyh | i 
ni x in p j ‘ y Y Y Y Ny Yi W//-, 
oo | ‘Ns Y AY 4, ¥ UY My m @. 
| Ww h, 4 “Mf ty YY : t 
| . aie MK P 
ae | : b aN Wy PY C te 
ae | <a ‘ x Ht 4 : . 
a | ND td ig 
ie. Ww oS nel . m 
om | — - 9 
Bae | i Z 4 . 
oe | thi Md \ A J tc 
a | OB Siam \. | | = 
ark esi | 2 cE. \ a ail . \ ws 
7 cag WN Lv : 
) ph ee a : —= = s¢ 
— | Ps iP ME \ \' 5 = = gi 
ill ees Ee \ Ves ona “ 
ae de \ ‘\, oe ve nm ] 
a Ee \\\ = ha — ee. 4 s Yré 
fe Be B \ > a at) ee: We 
Ze The ssianennaiiemmeaemmmeenmammanaies lee \ itt 
ees LT a ener bt e % eo 
. BEN fn nianmminn nnn een aaa te ae - ar. AND Fe ee vi 
Sees, Wee s S Tao aa , on thet en ; 
—_—-— L, . \ » tycia i. us oe di 
E SS | ys yy? pee ane yw 
a ~ sr ™ Eo 5 Ms ESN RES ee ee ’ Aa shed anne ; y' 
: De ae fe gd ere a oe he 
— : , ce te 
ize «CHICAGO PHOTO-ENG Sas . 
ei — = RAVERS - 
si. s : : ee 
on : 
| = a 2 a ve é ee ; ti 
ei es ee : : si 
i aE — fe 
a a SM ei i cee Pé 
ak ; : , re Ber ine 7 on me er ee Sane z oa) eae s m 
ae Bs a Se i ee as " 
ot ia De ee eee Ps. me t. ee: ie, 
a = a a =e Ke ee. oe 2 ‘ er { nN ‘4 g 
(ne Mere ewe ee r é 
et - tae 
ae Oe ? i Gh Ree ea il is 
Goa” j ee nae a yan ila 
ee etl ae ce eee 7 J ie Y be 
ye ‘ Tap Tae: nae Mier ae ei 
- ; ie é % ign hs et a ci cae! b a ee 
rs ; - be 
: Pr ask ee * #6 ae 4 % 
2m «207 NORTH MICHIGAN AVENUE = | es 
oe al 4 alge ; ‘ r ¥ si ti 


, 1946 


th 
> 


al In- 
ciation 
ersary 
iroeder 
wth of 
: form, 
erence. 
ls ap- 
ies the 
le ago. 
e asso- 


reneral 
reneral 
irge of 
erence. 
- York, 
he pro- 


‘y face 
e first 
unning 

Fisher 
agency. 


alee aa rary 
sy saline 
D: AF 


Advertising Age, November 18, 1946 


Drug Chains Plan 
fo Install Many 
New Departments 


NEw YoRK—Women’s cosmetics, 
costume jewelry, cameras and sup- 
plies, prescription and photo fin- 
ishing lead among departments 
which drug chains plan to install, 
enlarge or emphasize, Drug Topics 
has found in a survey of 22 chains, 
embracing 1,882 units, or 39% of 
all chain drug stores in the 
country. 

These five departments were 
mentioned by 63% to 60.3% of the 
chains covered. Next in emphasis 
among 59 departments listed 
were small electrical items, men’s 
toiletries, candy and bristle goods, 
by more than 50% each, and wom- 
en’s hosiery, baby products, clocks 
and watches, fountain pens and 
pencils, men’s leather goods, books 
and tobacco, by more than 40%. 

Then came radios, luggage, chil- 
dren’s books, liquor, wine and beer, 
insecticides and disinfectants, sta- 
tionery, women’s leather goods and 
toys and games. 


Others Won’t Expand 


Departments on which no future 
increased emphasis was planned, 
on the other hand, were magazines, 
truss fitting, lending 
plants and flowers and major elec- 
trical items. Less than 10% in- 
tend to expand emphasis on soap, 
watch and pen _ repairs, men’s 
hosiery, school supplies, diabetic 
products, health foods, sheet 
music, pet products, men’s wear 
and cafeterias. 

All reporting chains were found 
to operate prescription, packaged 
medicine, women’s cosmetics, soda 
and tobacco departments. Eighty 
percent or more each now operate 
25 other departments, ranging 
from greeting cards, bristle goods 
and stationery to magazines, 
school supplies and toys and 
games. 

Some of the other departments 
operated by 25% or more include 
radios, sporting goods, glassware, 
cutlery and bottled soft drinks. 


Greater Interest Shown 


Compared with a similar sur- 
vey of nearly 5,000 independent 
drug stores, made nearly two 
years ago, Drug Topics noted in- 
creased interest of both groups in 
health foods and cameras and sup- 
plies. Although only 74% of the 
independents operated soda foun- 
tains, nearly all of those reporting 
expressed increased interest ‘in 
them. 

The independents also showed 
more “future interest” than the 
chains, it was said, in prescrip- 
tions, vitamins, baby products, 
sickroom products, greeting cards, 
feminine hygiene, first aid, diabe- 
tic products, dental products, 
packaged medicines, foot products, 
magazines and soap. 


libraries, | 


Appears in Two Editions 


“Industrial Trends,” New York, 
will be issued in two editions be- 
ginning with January, 1947. The 
new edition, to be called “Indus- 
trial Trends Mid-Monthly,” will 
be a record of industrial research. 


Appoints Doris Moss 

Doris Moss, for the past three 
years an account executive of Biel- 
field Agency, Detroit; has been 
named advertising publicity direc- 
tor of H. & E. Balaban Theaters, 
Detroit. 


To Lamb, Smith & Keen 


Cook’s, Inc., Camden, N. J., 
manufacturer of Ful-Vu display 
systems, has named Lamb, Smith 
& Keen, Philadelphia, to handle its 
advertising. 


WIW Appoints Hunter 


Charles V. Hunter, announcer 
for Station WJW, Cleveland, has 
been appointed program director, 
succeeding Edward N. Palen, who 
has joined Station WFRP, Savan- 
nah, Ga., as general manager. 


Opens Agency 


Seamus O’Hanrahan, formerly 
editor of Pacific Shipper and San 
Francisco Commercial News, has 
opened an _ advertising agency, 
O’Hanrahan Pacific Agency, at 510 
Battery St., San Francisco. 


Hawley Joins Close 

Vernon Hawley Jr., formerly in 
the national advertising depart- 
ment of the San Francisco Chroni- 
cle, has joined the San Francisco 
staff of George D. Close, Inc., pub- 
lishers’ representative. 
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Reach the men whose 
*NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 


ing Methods has been 
their business magazine. 


ase Getter FARMING 
FAN METHODS — wotwrcrmnt 


WATT Publishing Co., MOUNT MORRIS, ILL. : ° . 
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year to plan and pro- 
duce. Precision built in 
every detail. 
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Here’s the display that 
will give your product © 
glamour, individuality, 

real sales appeal. 3 


* 


WRITE NOW 
for full 
particulars. 


VERTISING DISPLAY CO. 


1216 Jackson Street 
Cincinnati 10, Ohio 


This Electrical Display 
available with Hanging 
Bracket — single or 


double faced. 
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‘No Linseed Oil 
Shortage,’ Ink 
Makers Report 


NEw YorK — Contradicting 
published reports that linseed oil 
production had come to a stand- 
still and that printing ink makers 
would shortly be confronted with 
a critical shortage of this im- 
portant drying oil, the National 
Association of Printing Ink Mak- 
ers promised last week that “the 
needs of the ink industry for the 


tinued linseed oil price ceilings, 
based on a flaxseed price that was 
half of what it had been before the 
removal of ceilings, linseed oil 
production had come to a stand- 
still. 

“Now, however, although the U. 
S. flaxseed crop for 1946 is smaller 
|than that of 1945, supplies of lin- 
seed oil from domestic production 
and Argentine imports are finding 


their way to printing ink plants. | 


Although linseed oil, an important | will appear in 64 Oregon news- 
drying oil for printing inks, is not! papers. 


expected to be in abundant supply 
for a time yet, the needs of the ink 
industry for the foreseeable future 
will be adequately taken care of.” 


Honor Farm Industries 


During the coming eight 
months, the Oregon State Grange 
will pay tribute to Oregon’s agri- 
cultural industries in a new series 
of advertisements, prepared by 
Simon & Smith, Portland, which 
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Proctor Launches 
Wider Customer 
Service Policy 


PHILADELPHIA—Proctor Electric 
Company, maker of electric irons 
and toasters, has inaugurated a 
“customer service” policy under 
which each buyer of Proctor appli- 
ances receives a statement of the 
company’s enlarged guarantees. 

The new booklet explains that 


Proctor has franchised 161 service 
stations throughout the U. S. to 
repair all company products free 
within one year after purchase and 
at nominal cost thereafter. All re- 
pairs are to be made within 24 
hours, and “on the assumption that 
‘the customer is always. right,’ 
doubtful cases” are to be decided 
in favor of the customer. 

“Loan” appliances will be made 
available to service station cus- 
tomers in cases where repairs in- 
volve delay. 


foreseeable future will be adequate- | 


ly taken care of.” 


The statement said that “al- | 


though the price of linseed oil has 
more than doubled since it was re- 
moved from government price con- 
trol Oct. 29, printing ink makers 
are beginning to find it available 
from their suppliers once again. 
“As a result of the _ price 
‘squeeze’ on crushers, who were 
caught between increased, decon- 
trolled flaxseed prices and con- 
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KEPT and STUDIED 
Read and Discarded 


MINIMUM 


GUARANTEED 
CIRCULATION 


Four dynamic sports-picture 
annuals spread your advertis- 
ing over a whole year at sur- 
prisingly low cost. Estimated 
6 to 10 readers per copy— 
every issue a sell-out—each is 
timed for longest possible 
pulling power. Interest in 
spectator sports now at all 
time high assures continued 
growth in effectiveness. Write 
today for full details. 
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WCLO Names Williams 


Vern W. Williams, formerly 
merchandise and production man- 
ager of Station KGBX, Spring- 
field, Mo., has been named man- 
ee of Station WCLO, Janesville, 

is. 


Mace Resigns Penn Tool 


Mace Advertising Agency, 
Peoria, Ill., has resigned the ac- 
count of Penn Tool & Machine 
Company, Danville, Ill., effective 
Dec. 31. 


Phillips Boosts Fellman 


Herman A. Fellman, district 
manager of the eastern division of 
Chas. H. Phillips Company, New 
York, a division of Sterling Drug, 
has been appointed manager in 
charge of chain store sales. 


Guenther Promoted 


A. W. Guenther, assistant sales 
manager of Iver Johnson’s Arms 
& Cycle Works, Fitchburg, Mass., 
has been named sales manager, suc- 
ceeding the late Frank I. Clark. 


Appoints Berggren 


Richard Berggren, formerly 
with Garfield & Guild, San Fran- 
cisco, has joined the copy staff of 
Smith, Bull & McCreery, San 
Francisco. 


Two Name West-Holliday 


West-Holliday Company has 
been appointed to represent the 
Telegram-Tribune, San Luis Obis- 
po, Cal., and the Sun, Bremerton, 
Wash. 


Lucky Stores 
Holds Employe 
Courtesy Contest 


OAKLAND, CAL.—Lucky Stores, 
northern California supermarket, 
has completed an employes cour- 
tesy contest in which $1,150 was 
awarded to 66 employes receiving 
the highest number of votes from 
customer “judges.” 
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That’s one way to build an advertising schedule. But believe us, there’s a better way! 
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Wise advertisers follow a procedure that is much more thoughtful and scientific. 


It’s a simple step-by-step formula: 


®@ They make very sure that they know what and where their best markets are. 


@ They find out who buys (or influences buying) their product in each market. 


@ They determine which publications reach each market and reach 


the important people in each market. 


@ They concentrate their advertising in the ONE best paper in each field. . . adding 
other publications only if their budgets permit. 


Today’s BIG industrial market makes the careful selection of advertising media a more 
vitally important job than ever before. One safe rule to follow is this: If there is 
a McGraw-Hill publication in vour field .. .it is your No. 1 paper. 
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YOUR McGRAW-HILL MAN has access to a wealth of information 
on market determination and media selection. For example: 


does a bang-up job on these subjects. 


COMPANY 


Headquarters for Industrial Information 
330 West 42nd Street, New York 18, N. Y. 


_ the booklet ““A Guide for Keying Media Selection to Sales” 


, INC. 
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The four-week contest, promoted 
by newspaper ads and store dis- 
plays, drew 163,451 votes from cus- 
tomers for especially courteous 
service on the part of Lucky Stores 
personnel. 

Charles Crouch, president and 
general manager, said the contest 
had “resulted in a resurgence of 
friendly feeling between customer 
and store employe (and) produced a 
marked and definite improvement 
in all our personnel.” The contest 
plan was first used by the Read 
Drug Stores in Baltimore last year. 


Weill Elected VP. 


Robert K. Weill, assistant secre- 
tary of Armand S. Weill Company, 
Buffalo agency, has been elected 
a vice-president. 


NO. 3 OF A SERIES 


Like two or three 
other people we can 
think of, Tommy’s dad 
is a hard-working 
guy. And when he 
comes home, he 
usually wants to 
listen to the radio 
and relax. He finds 
he gets a lot more 
relaxing done when he 
leaves the dial set 
at WTCN, instead of 
jumping around. 


We haven’t figured 
out if it’s a compli- 
ment, but Tommy’s dad 
says WTCN carries 
less stuff you have 
to turn off! 


the DOUBLE-DUTY 


STATION 


Serving two-thirds of the 
state’s buying power 


rural —urban 


ABC... plus High-listener locals! 
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FREE and PETERS 
National Representatives 
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Never Underestimate the Power of a Woman! 
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NOR THE POWER OF THE MAGAZINE WOMEN BELIEVE IN 


Again in November, Ladies’ Home Journal carries a 
greater advertising revenue than ever carried by any 
other magazine — more than $2,000,000 worth of mes- 
sages from American business to American women, who 
currently buy more than 4,700,000 copies per issue. 


om" JOURNAL 


Adv 


< ee 
se wearer arw ae weer eww eT Oe SE ew eS Sw ee SE eB eases TS ST ss Ss TF SS TSF TS ww | SSeS S| Wi 
a | P 
i. i 1 . ws Yc 
2 ' ness 
oe , i ' a ? way 
a fore, 
: l Sree ~— : the 
| ri j an i ; Mr. 
ae - 
le oak ' _ 5). \ the 
| LY % oe i S , | po 
. ZO ina a } a? J) f = . muc 
et oa ] / ti, NG i the 
i: is a 
ae m" \\ Lo i ox \ } that 
wer cont 
ile gi yy” Q Cj 8 zy the 
! yy < ew t ; (A ff the 
_ if tl 
oa ee | i" i “ty ' Al, Ci y —s i busi 
ee: \ i = 
a sia th 
a ee eee 2 ew ee oe ee ee ee | oe 2 ew ew 6 ew 8 Se 2 ee ew ee ee ew a ee Ss oe A EA A eS TT rs 
lip s 
high 
7 earn 
aa ; conc 
- we } 
ta SG 2st i 
depe 
; G ys XO) 7 “y (9) stan 
4 4 ama: 
ieee ~ plau 
i Ps sh, “a AVA livin 
reali 
i . part 
eis — muc! 
g ~ our | 
pe indu 
_ L , so tl 
Tyree rm ours. 
Te 
Rae ine 4 F d 
ala | In 
oars ~ this | 
Ao. | og 
aire 180 
=e | less 
= + rank 
ee Cc anes 
id ak aS, —_ Ou 
ee) ‘| = y~ cents 
more 
vaca 
. Pren 
ae eee sas a= = eSB BSS Bae Se Ss SB SO SB Se TZ ST ws S28 BF se 8 ST SO Bese eweweertesSs day 
" . toker 
a a & ! him, 
ei sary 
avant - ager 
me A" ~ _-point 
Hy ~\ y t.. | times 
" ae = bargi 
poorer / whic 
: aa OA the i 
cis Laven ; our 1 
7 With 
ei signi 
ee ;  curre 
mo point 
ae — _ famil 
ee ——“f\ | whic 
i rams _ custo 
gee ae oo _~)- \ sales 
age | y lion t 
eam: An 
ee born. 
sil ee cents 
while 
40 he 
and | 
were 
your 
gardl 
| age, 
of a 
; the e 
tion, 
, S _— whicl 
Pee i. ‘. equal 
Week a ‘Wt of r 
La Secu 
their 


Advertising Age, November 18, 1946 


Business Itself Must Take Lead in Raising 
Working Standards, Says Lever Bros. Head 


By CHARLES LUCKMAN 
President, Lever Brothers Company 


Yours is primarily a metropolitan busi- 
ness, dependent for its income on the 
way the employes of industry eat and 
housekeep. It would seem to me, there- 
fore, that your future is ... really in 
the market basket of 
Mr. and Mrs. Joe 
Doakes. 

It is also clear that 
the way Mrs. Joe sets 
her table and keeps 


her home is pretty 
much determined by 
the kind of living 


standard her husband 
is able to provide. If 
that living standard 
continues to rise, then 
the supermarkets of 
the nation will prosper and expand. But, 
if that living standard falls, then your 
businesses will suffer and contract. 

Now this suggests a number of im- 
plications which we in business have been 
rather prone to overlook. The first of 
these is that we must do more than pay 
lip service to the ideal of a progressively 
higher standard of living for the wage 
earner. If, as salesmen, we applaud the 
concept of that idea, then, as employers, 
we must also do our part to make that 
concept work for those employes who are 
dependent on us for the kind of living 
standard they enjoy. I am frequently 
amazed at the ease with which we ap- 
plaud the idea of a higher standard of 
living for all people, without apparently 
realizing that our own employes are also 
part of the “people.” It doesn’t make 
much sense for us to do only a little for 
our own employes, while expecting other 
industries to do a lot for their employes 
so that they may be good customers of 
ours. 


Charles Luckman 


Tells Lever’s Record 


In thinking about the application of 
this principle to my own company, I came 
upon some rather startling facts... In 
1915-1916, my company operated with 
180 employes. . . Our total sales were 
less than $1,000,000, and our competitive 
ranking was somewhere in the neighbor- 
hood of 10th place. 

Our average plant employe made 21 
cents per hour, during a work week of 
more than 50 hours. He received no 
vacation with pay, and no paid holidays. 
Premiums for overtime, weekend or holi- 
day work were unknown. By the same 
token, we made no provision to support 
him, or his family, in the event of sick- 
ness, accident, old age, or death... 

In the intervening 30 years, our man- 
agement broadened many of its view- 
points, sometimes voluntarily, and some- 
times with a little persuasion from the 
bargaining agent chosen by our em- 
ployes, the American Federation of Labor, 
which is certainly entitled to credit for 
the influence it has brought to bear upon 
our thinking and behavior as employers. 
With this shift in attitude ...a very 
significant thing for your business oc- 
curred. During this period of 30 years, 
Wwe grew inwardly and outwardly to a 
point where today almost 6,000 Lever 
families now enjoy a standard of living 
which enables all of them to be good 
customers in your stores. . . Our total 
sales skyrocketed from less than 1 mil- 
lion to the neighborhood of 200 million... 

And here is how your customers were 
born. Our average plant wage of 21 
cents an hour increased to $1.11 an hour, 
while the work week shrank from 50 to 
40 hours. Premiums ranging from “time 
and a half” to “double time and a half” 
were instituted for overtime. And, since 
your customers must pay their bills re- 
gardless of accidents, or illness, or old 
age, our employes receive the protection 
of a full pay envelope for 13 weeks in 
the event of sickness or accident. In addi- 
tion, they are given a pension at age 65 
which provides them with an income 
equal to 20% of earnings current at time 
of retirement, over and above Social 
Security benefits. In the event of death, 
their families receive a minimum of 


$2,000 life insurance which, like these 
other protections, is furnished by the 
company free of charge... 

My only factual statement about the 
future of your business is that it can 
and should double during the next gen- 
eration if the leadership of American 
business is willing to establish as its ob- 
jective for 1970 a standard of living for 
the American wage earners which is at 
least 100% higher than the level of to- 
Gay... 


Supports Annual Wage 


We should also be able to accomplish 
this without any further deflation of real 
dollar values. This is important. . . There 
is no reason why the next generation 
should not see real wages of $2.22 an 
hour or better... 

I think we may expect a rapid growth 
in the extension of the annual wage prin- 
ciple, particularly as it becomes more ap- 
parent to business, that people who are 
irregularly employed make bad _ cus- 
tomers, whereas those whose employment 
is stabilized not only spend their money 
more freely, but also make better credit 
risks. I believe too that sickness and 
accident, regardless of duration, will, by 
then, be universally regarded as insur- 
able risks. . . This, too, will be good for 
your business... 

In the same way, I believe that we 
will grow to realize, that if American 
industry can amortize and retire its ob- 
solete plant equipment every 10 years, 
it can certainly afford to set aside once 
every 25 or 30 years a retirement fund 
large enough to provide for the com- 
fortable pensioning of its over-age man- 
power. . . When the average American 
wage-earner receives an adequate retire- 
ment income, your business will improve. 
There is no reason why the retired man 
of 65 should not be as good a customer 
for you as the employed man of 35... 


40-Hour Week Not Sacred 


I also look forward to the growth of 
another national insight, namely, that 
there is nothing particularly sacred about 
a 40-hour week. Business exists in order 
that people may live. People do not live 
in order that business may exist. Leisure 
for recreation and self-improvement is 
a most powerful stimulant to increased 
business. Let anyone who doubts the 
value of universal education, ask why the 
entire food and beverage industry com- 
bined spent only $4,000,000 on advertis- 
ing in 1915 as against well over $200,000,- 
000 in 1945. Isn’t it obvious that the grow- 
ing ability of advertising to sell your prod- 
ucts is directly related to the increase of 
our expenditures on schools? For the 
simple truth is that advertising is com- 
pletely ineffective, unless our population 
can read, write and understand English, 
and thereby raise the level of their ex- 
pectancies and desires. We have made 
good progress in this direction. . . But 
we can make a great deal more progress, 
because with a decreasing work week, it 
may be possible for us during the next 
25 years to stimulate adult education in 
a like fashion, . . 

I said that the next generation should 
see a doubling of your business, if the 
leadership of American industry is will- 
ing to establish as its objective for 1970 
at least a 100% higher standard of living 
for the wage-earner. But we cannot 
stop there. Annual wages, increased se- 
curities against the hazards of life, shorter 
hours of work, and increased opportuni- 
ties for education and recreation—these 
too must come to pass for your customers 
and for ours if we are to prosper. The 
main barrier, as I see it, is the psycho- 
logical one. . . 


Have Forgotten ‘Togetherness’ 


I believe that much of the division be- 
tween business and labor in our country 
today stems from the fact that we have 
forgotten our togetherness, and are now 
dreaming our dreams apart... Our sense 
of togetherness has become obscured by 
unintelligent self-interest on the part of 
both Big Business and Big Labor. How- 
ever, since the faults of business were 


the fertile ground upon which grew many 
of the vices of organized labor, so will 
the reformation of business have to pre- 
cede the reformation of labor. And in 
doing this, business will earn the right 
to appeal to public opinion. 

This challenge of putting our own 
house in order will not be easy to accept, 
because it will compel us to reverse at- 
titudes which by now have become al- 
most habitual with us. 

Why is it that during the past 20 years 
American business has become identified 


[Charles Luckman, the fabulous young 
man who was recently made president 
of Lever Brothers Company, made his 
first formal talk to a food group at the 
Super Market Institute in Chicago Nov. 7. 
Speaking on labor relations and policies, 
he presented so provocative a viewpoint 
of the relations between employment 
policies and the welfare of business that 
ADVERTISING AGE is pleased to devote this 
page to a nearly “full text” report of his 
talk. Because of this full text presenta- 
tion, the Feature Page does not appear 
this week. It will be back again in next 
week’s issue. ] 


in the public mind as opposed to every- 
thing that spells greater security, well- 
being or peace of mind for the little guy? 
Why is it that scarcely a month goes by 
but that some trade association or other 
decides to embark on a crusade to save 
free enterprise for America? I think the 
answers are pretty clear. We got the 
reputation we have because, by and 
large, we earned it. How? Well, we de- 
clared war on collective bargaining. We 
opposed. increased taxes for education. 
We fought health and safety ordinances. 
The record proves that we battled child 
labor legislation. We yipped and yowled 
against minimum wage laws. We strug- 
gled against unemployment insurance. We 
decried Social Security, and currently we 
are kicking the hell out of legislative 
proposals to provide universal sickness 
and accident insurance, 


‘Neither Free Nor Enterprising’ 


We did all these things without making 
one single constructive suggestion which 
would assure the American people of our 
desires to achieve the same results for 
them on a basis which would be more 
businesslike and less political. Where on 
the record is there a single example to 
show that Big Business ever initiated a 
legislative program of benefits for the 
workers? Is it not clear that they have 
always waited until they were asked or 
forced to do something? Of course, I 
recognize that there have been isolated 
exceptions, but they merely serve to ac- 
centuate our general dereliction. 

‘We did all these things, and then we 
sit back and wonder why people don’t 
like Big Business! We wonder why it is 
necessary to start campaigns to save free 
enterprise from the damnation bow- 
wows. The answer is that we were doing 
everything within our power to prove to 
the American people that business was 
neither free nor enterprising when it 
came to the simplest social needs of the 
community. And then what? To solve 
the problem we started to sell our brand 
of economics to a group of customers who 
were already pretty sore at us. And the 
theme of this “brilliantly timed” sales 
campaign was that all the other systems 
in the world are a lot worse than our 
own. There was no alternative theme pos- 
sible, because we lacked the conviction, 
or the courage, or the vision to tell the 
American people what we thought our 
system of business could do for them in 
the future... 

Now the only way [the American 
worker] will buy our method of doing 
business is if we satisfy him that we of 
business intend that system to work 
progressively well for him. 


Institutional Copy Negative 


We cannot plant this conviction in his 
mind unless we do two things. First, we 
must mean it. And, second, we must 
merchandise our plans and policies the 
way we do our products. That means 
that we’ve got to stop making noises like 
a corporation. If our product advertising 
were written as badly as most of our in- 
stitutional copy, we would have been out 
of business long ago. What business needs 
is fewer negations and apologies and 


more affirmations and constructive plans. 

In this connection, some of you may 
wonder whether it is really wise for me, 
as an employer, to state publicly that I 
believe in higher wages, shorter hours, 
bigger pensions and so on. Isn’t it “dan- 
gerous” to talk this way? Won’t it put 
“ideas” in our employes’ heads, and make 
“trouble”? Aren’t we running the risk 
that our employes will mistake our ob- 
jectives for a promise, our hopes for com- 
mitments? 

My answer is that all Lever employes 
can read, write and understand English. 
Consequently I refuse to sell them short 
on common sense! I believe that we of 
management can share our objectives and 
hopes with them, without fear of cruci- 
fixion, and that unless we share our 
visions of, the road ahead, we cannot ex- 
pect the men who work with us to under- 
stand the temporary disappointments that 
inevitably arise along the way... 


Goals Ahead 


And so I reiterate that your future is 
in the shopping bag of Mrs. Joe Doakes. .. 
We must all go back and work for decent 
minimum wage legislation in our own 
state. Forty percent of the increased 
purchasing power will flow into your 
cash register. We must fight for bigger 
educational and recreational appropria- 
tions, remembering that illiteracy is the 
enemy of every sales promotion. We must 
stimulate interest and discussion in sta- 
bilized employment plans, with the per- 
sonal knowledge that the assurance of 
a stable income is a wonderful tonic for 
the appetite. We must start pension plans 
for our own employes as an example to 
the community, realizing that the average 
age of our population is increasing and 
that a mere token income for the aged 
not only constitutes a moral outrage but 
also makes for off-key cash register 
music. We must encourage efforts in our 
own community to insure against the 
hazards of sickness and accident. Bank- 
rupt citizens are poor customers. This 
week’s Republican landslide sharply 
focuses the crisis of our national affairs. .. 

The danger we now face is that com- 
placency may lead us in business to slide 
back, and to revert to past attitudes of 
indifference and unconcern for the people 
who man our plants and offices. That at- 
titude was repudiated once before by the 
American people. If we are unwise 
enough to permit its resurrection, it can 
be repudiated again. 

The opportunity which this crisis pre- 
sents is the chance American business 
now has, in a favorable government cli- 
mate, to conduct its stewardship of the 
national economy with a thoughtful, con- 
structive concern for the hazards and 
problems which exist in the lives of our 
wage earners. 

This is not to say that we should pur- 
sue a blindly idealistic policy of sweet- 
ness and light. Realism compels us to 
recognize that the abuses of Big Labor 
should be rectified, and rectified promptly, 
in the public interest. Joe and Mrs. 
Doakes deserve to be protected by safe- 
guards against socially destructive self- 
ishness, whether it stems from manage- 
ment or labor. 


Must Reverse Attitudes 


My plea to you is, that we of business 
should take the first. step forward under 
our own power; and, for the first time 
present to the American people a con- 
structive program for the future, which 
will entitle us to the leadership which we 
have so often claimed but so rarely ex- 
erted. 

In a word, let us reverse some of our 
historically negative attitudes, and be- 
come a force for enthusiastic progress 
each in his own community. And as we 
do these things, let us not forget the part 
that vision and enthusiasm should play 
in this undertaking. Let us discard fear, 
and share our hopes with America. There 
is no other road to togetherness. 

If we have no faith in ourselves and in 
the kind of future we can create together, 
we are fit only to follow; but not to lead. 
But if we would lead our fellow Ameri- 
cans into the prodigious realm of use- 
fulness foreshadowing an Atomic Age, 
let us remember that the Bible contains 
two proverbs we cannot afford mutch 
longer to forget. The first is “Man does 
not live by bread alone’ and the second 
is “Where there is no vision, the people 
perish,” 
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Plan Chemical Meeting 


The first regularly scheduled 
Pacific Chemical Exposition, fea- 
turing an industrial chemical con- 
ference and display for the west- 


Agricultural , 
eaders 


Digest 


EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOME 


50 Million Opportunities to 
Get Your Product “Talked About” 


Agricultural Leaders make over fifty million farm 
contacts each year. Be sure these influential 
leaders know about your products to implement 
the farm practices and home conveniences they 
. recommend. Agricultural LEADERS’ Digest 
reaches all 30,000 men and women leaders serv- 
ing six million farm families. Ask for Market and 
lerchandising Data Folder. 


AGRICULTURAL LEADERS’ DIGEST 
139 N. Clark St., Chicago 2, lil. 


PUBLISHED EXCLUSIVELY FOR LEADERS IN 
AGRICULTURE AND HOME ECONOMICS 


ern states and Pacific area, will 
be presented in the Civic Audi- 
torium, San Francisco, Oct. 21 to 
25, 1947, by the California section 
of the American Chemical Society. 


Piel Appoints Berech 


William N. Berech, recently re- 
leased from the Army and prior 
to that in the marketing depart- 
ment of J. Walter Thompson Com- 
pany, has been appointed sales 
promotion manager of Piel Bros., 
Brooklyn brewer. 


Ferguson Joins Marlin 


Lawrence B. Ferguson, formerly 
with the S-M News Company, has 
joined Marlin Firearms Company, 
New York, to handle sales promo- 
tion and advertising of Marlin 
products. 


City Names Two Agencies 


The Municipal Advertising Com- 
mission of San Antonio has ap- 
pointed Thomas F. Conroy, Inc., 
and Claude Aniol & Associates, 
both in San Antonio, to handle 
jointly its campaign from now 
until the end of the city’s fiscal 
year, May 31, 1947. 


This developed shortly after I 
discovered the kitchen counsel recipes 
in the Buffalo Evening News.’’* 
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Farm Publications’ 
Linage Up 11.5%, 
AA Report Shows 


Cuicaco—Farm weeklies in No- 

vember led farm papers in an 
11.5% increase in advertising lin- 
age, ADVERTISING AGE’s latest 
monthly survey of farm paper 
linage shows. Total for all classi- 
fications was 2,273,168 against 2,- 
095,320 last month and 2,039,044 a 
year ago. 
’ Farm weeklies, with 81,533 lines, 
were up 45.5% over the 56,053 
lines a year ago; farm magazines 
ran 442,895 lines, or 21.8% over 
the 363,737 they ran in November, 
1945; monthlies in November car- 
ried 436,685 lines, 1.5% more than 
the 430,174 carried last year. Bi- 
weeklies in October carried 179,- 
824 lines, 12.6% more than in 
October, 1945, when they carried 
159,719 lines. 

October monthlies carried 26,- 
185 lines, 0.7% more than the 26,- 
013 of October, 1945, while Oc- 
tober dailies carried 292,673 lines, 
1.8% fewer than the 298,154 they 
ran in the same month last year. 

Canadian farm publications car- 
ried 497,971 lines, 12.8% more than 
the 441,501 they ran a year ago. 


Buys Sheet Steel Firm 


Borg-Warner Corporation, Chi- 
cago, has purchased the physical 
assets of the Superior Sheet Steel 
Company, Canton, O., to provide 
an additional source of sheet steel 
to increase production in the cur- 
rent housing emergency. The 
transfer will be effective Dec. 2. 


CBS Plugging 880, 
NOT the BBC 


AA to the contrary, the Co- 
lumbia Broadcasting System is not 
buying space to plug the British 
Broadcasting Corporation. 

Reporting last week on full-page 
copy the network placed with New 
York newspapers in connection 
with WABC’s switch in call letters 
to WCBS, New York, AA quoted 
CBS as suggesting, “Maybe you’re 
not listening to the right station. 
. Maybe you’d better tune to 
BBC.” It was, in semi-broadcast- 
ing parlance, a typographical fluff. 
“Maybe you’d better tune,” it 
should have read (and better this 
time), “to 880.” 


Godfrey Joins 
‘Outdoors Magazine’ 


Joe Godfrey Jr., formerly west- 
ern manager of Parade and before 
that on the western sales staff of 
Collier’s, has been appointed west- 
ern manager of Open Road Pub- 
lishing Company, Boston, and will 
handle advertising sales in Chi- 
cago territory for Outdoors Maga- 
zine, Open Road for Boys, Child 
Life and Salt Water Sportsman. 
Offices have been established at 
64 W. Randolph St. 


Names Quick and Ingalls 


James H. Quick, with Standard 
Oil of Indiana for 20 years and 
later with North American Avia- 
tion and Associated Aircraft In- 
dustries, and Frederick Ingalls, 
formerly advertising manager of 
Forest Lawn Memorial Park, 
Glendale, Cal., have been ap- 
pointed assistant advertising man- 
agers of General Petroleum Cor- 
poration of California, Los Angeles. 


Queen Anne 
Opens National 


Candy Promotion 


Hammonp, INnp.—For the first 
time since it began operations in 
1920, Queen Anne Candy Com- 
pany has jumped on the national 
advertising bandwagon with four- 
color copy in Nov. 9 Collier’s and 
the Oct. 26 Saturday Evening Post. 

The company, whose original 
2,000 square feet of floor space in 
1920 has grown to a 225,000- 
square-foot mammoth candy kit- 
chen, has since July, 1945, used 
consumer radio advertising with 
spot announcements on stations in 
key midwestern cities. 

Harry S. Martin, president, said 
that Queen Anne plans to expand 
its national advertising to sup- 
plement continuing local market 
promotions. A new basic wrapper 
design for the 10-cent pecan rolls 
was adopted early this year to 
spearhead the new promotional 
efforts. 

In addition to its consumer ad- 
vertising, the company is placing 
copy in business papers. 

Ruthrauff & Ryan, Chicago, is 
the agency. 


Walker Names Lindsay 


Walker Company, Middleboro, 
Mass., manufacturer of Walker 
brand electric heating pads and 
“Leek-Pruf” ice bags, has placed 
its advertising with Lindsay Ad- 
vertising Agency, New Haven, 
Conn., effective Jan. 1. Magazines 
= trade publications will be 
used. 
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Ice Industry Ups 
Promotion Budget 
50% for 1947 


Cuicaco—The iceman not only 
cometh but he advertiseth as well, 
according to plans of the Na- 
tional Association of Ice Indus- 
tries, which next year plans to 
spend about $750,000 in adver- 
tising and promotion. During 1946 
the group spent about $500,000. 

At the association’s six-day 
meeting here Nov. 12-15, it was 
announced that for 1946, ice con- 
sumption in the U. S. would reach 
a new high with an unprecedented 
53,500,000 tons compared with al- 
most 50,000,000 tons during 1945. 

William B. Henderson, vice- 
president of Air Conditioning & 
Refrigeration Machinery Associa- 
tion, told the 1,500 attending the 
association’s 29th annual conven- 
tion that while the refrigerating 
machine industry has ample pro- 
duction facilities, new orders will 
take almost a year to fill. He at- 
tributed most of the difficulty to 
labor problems and declared that 
the steel and coal strikes had 
played major parts in hampering 
production. Material supplies are 
spotty as well, he said. 


Orders Tripled 


Current orders for refrigerating 
machinery are about triple the an- 
nual average in dollar volume 
compared with annual dollar vol- 
ume during the period from 1934 
to 1943, he declared. 

Biggest group of ice users today 
is formed by hotels, cafes, drug 
stores, restaurants and hospitals, 
markets which use about 15,- 
500,000 tons annually. Despite 
widespread use of electrical re- 
frigeration, homes rank as the 
nation’s second largest group to 
use ice with about 15,000,000 tons, 
while refrigerator cars and trucks 
rank third by only a slightly 
smaller volume. 

The ice industry this year is ad- 
vertising for the first time in the 
beverage field. The association 
also plans to continue widespread 
consumer advertising in an undis- 
closed number of national maga- 
zines, with virtually all of it four- 
color copy. 

Prices of refrigerating equip- 
ment have risen, principally as a 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 


5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street,N.Y.C.7,N.Y. 
BArclay 7-8371 ae 


result of increased steel prices. 
The general rise has been about 
10%. 


Pfaelzer Advanced 


David A. Pfaelzer, who joined 
the sales staff of the Amino prod- 
ucts division of International Min- 
erals & Chemical Corporation, 
Chicago, six months ago following 
his release from the Army, has 
been promoted to assistant sales 
manager in charge of package 
products. 
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Heads Canada Paint Unit 


J. H. Davey has been named 
president of the Canadian Paint, 
Varnish & Lacquer Association, 
Montreal. He will continue as 
chairman of the board. C. C. 
Pettet has been appointed general 
manager. 


Monsanto Promotes Two 


John L. Gillis, general export 
manager and assistant director of 
the foreign department of Mon- 
santo Chemical Company, St. 


Louis, has been appointed head of 
the foreign department, succeeding 
Arnold H. Smith, who has been 
named representative of the ex- 
ecutive committee to consolidate 
the. interests of Monsanto in 
Australia. 


Names Ecoff & James 


Ecoff & James, Philadelphia, has 
been appointed by Unks Mfg. 
Company, Lancaster, O., and 
Philadelphia, manufacturer of the 
Hi-Vu Sportsman periscope and 
other optical equipment. 


Udow Rejoins B&B 

Alfred S. Udow has rejoined 
Benton & Bowles, New York, as 
chief of copy research. He was 
recently released from the Army. 
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FREE TIME on WRVA 


COUPON GOOD FOR $26.50 
Nothing to Buy - - Nothing to Pay 


The coupon below is good for one free 
participation in the Old Dominion Barn 
Dance on WRVA, Richmond, Virginia. 


Nothing to buy .. . nothing to pay. This 


offer is made to acquaint you with a 
phenomenally successful participating 


program. 


The Old Dominion Barn Dance is a typical 
radio success story. It started with a girl 
and an act . . . Sunshine Sue and Her 
Rangers. This group was scheduled a 
quarter hour daily in the afternoon to win 
listeners away from competing dramatic 
serials. It was so successful that more tal- 
ent was added and the show expanded to 
three-quarters of an hour daily. The 
WRVA Listener Diary, covering twenty 
counties, and local telephone surveys 
showed we had a hit. During a Summer 
hiatus the producer visited the major barn 
dances of the country lining up new and 


better talent for a Fall opening. 


Cast of Twenty; 
All Stars ‘ 


This Fall it opened for a full hour on the 
air Mondays through Fridays. Instead of a 
small group of Rangers, Sunshine Sue now 
has a cast of twenty — each one an indi- 
vidual star. The show is promoted by 
newspaper space, billboards, car cards and 
direct mail. Meanwhile, WRVA had ac- 
quired a 1300-seat theatre. (That is an- 
other story . . . but the newly decorated 
WRVA Theatre is serving our community 


by booking all the top roadshows and 


bringing WRVA a nice lot of promotion. ) 


Two Full Houses every 
Saturday 


Sunshine Sue and the Old Dominion Barn 
Dance opened on Saturday nights at the 
WRVA Theatre after three weeks on the 
air. That was September 14th. . . people 
have been turned away from two perform- 
ances every Saturday night since . . . 2600 
paying customers every wetk! In addition, 
the show breaks into two road units. Each 
unit averages three shows weekly in towns 
in the WRVA service area. 

The Saturday theatre shows are sold in 
quarter and half hour units, broadcast 


direct from the stage. A regional adver- 


Copy is being forwarded. It is ET 


TO: Barron Howard 

Business Manager, 

Radio Station WRVA 

Richmond 12, Virginia 

I'll accept your offer of one free participation on the Old Dominion Barn Dance, 

value $26.50. There are no obligations on my part, other than the usual client 

or agency responsibility as specified in the A.A.A.A.—N.A.B. standard contract form. 
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Offer expires December 22, 1946. WRV A reserves the right 
to refuse service on coupons received after a limit of $10,000 
in time and talent has been scheduled. 


tiser buys a half-hour for a nine-station 


network. 


Monday Thru Friday 


The studio show, Monday through Friday, 
3:00-4:00 p.m., is sold in five-minute par- 
ticipating units. The cost per unit is the 
regular one-minute announcement rate: 
$21.50 plus $5.00 talent fee. The theatre 
box-office pays for your radio show! On 
each participation you are allowed a single 
announcement: a one-minute ET or 150 


words of live copy. 


Coupon provides 
Free Spot 


The coupon is good for one free partici- 
. actual value $26.50. 
Nothing to buy. Nothing to pay. Only one 


pation unit . . 


free unit to any one advertiser. Only one 
product to be advertised in any one unit. 
Service will be scheduled in the order in 
which coupons are received. Copy is sub- 
ject to usual station acceptance rules. Send 


copy and coupon direct to WRVA. 


(check one). 
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ANAN Opens in Chicago 
American Newspaper Advertis- 
ing Network, Inc., has opened an 
office at 6 North Michigan Ave., 
Chicago, under Oliver M. Pres- 
brey, midwest sales manager. He 
will be assisted by Mat W. Hous- 
ton and William C. Parrington. All 
three have just concluded several 
weeks of introductory work at 
ANAN headquarters in New York. 


Ivins Joins Mihic 

Haddon Wood Ivins, for 12 years 
in the public relations department 
of the Public Service Company of 
New Jersey, Newark, has joined 
H. L. Mihic & Co., New York, as 
account. executive. Mr. Ivins was 
formerly with O. S. Tyson & Co., 
New York. 


MAILING LISTS 


300,000 National mail order names. En- 
velopes addressed. Other names of every 
kind from everywhere. Industrial, Con- 
sumer, Professional, Institutional, Religious. 
EXPLAIN NEEDS. 


HOUSE OF BUTTE 


60 East 42nd St., New York 17, N. Y. 
VAnderbilt 6-4972-4973 


C&P Gets Tobacco Acct. 


Philip Morris & Co. has named 
Cecil & Presbrey to handle the 
advertising of Bond Street and 
Revelation smoking tobaccos. C&P 
also handles Fleetwood’s advertis- 
ing for the company. Biow Com- 
pany, which formerly handled the 
advertising for the smoking to- 
baccos, continues as agency for 
Philip Morris cigarets. The pipe 
tobaccos are listed as accounting 
for $320,000 in promotion last year. 


Bombi Ups Budget 40% 


Bombi Perfumer, Inc., New 
York, will increase its advertising 
appropriation for Black Magic 
perfume by 40% during 1947, with 
most of the increase devoted to in- 
sertions in magazine supplements 
of metropolitan newspapers. Na- 
tional magazines, newspapers and 
theater programs will also be used. 
A. W. Lewin Company, New York, 
is the agency. 


Appoints Free & Peters 


Station WMCA, New York, has 
appointed Free & Peters as its 
exclusive national representative. 


Cut your art and 
production costs! 


artype alphabets, arrows, numerals and symbols, 


both black and white, save you time and money 


—are so easy to use. Printed on the underside of 
transparent, self-adhesive sheets, this efficient, 


inexpensive method is the perfect answer to your 
high type-and-lettering costs. Mail coupon today! 


backing sheet 


printing on underside 
makes Artype smearless 


to hands Be “N 


Artype Incorporated 


Name 


Dept. 3, 30 East Illinois Street, Chicago 11, Illinois 
Please send me your free catalog and sample of Artype. 


FREE! MAIL THIS COUPON TODAY 


Address 


City 
For Attn. of. 
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NAL MAGAZINES 


cm——1946—_—/{ - 1945 ~\ r—19 46_-__*" - 1945 \ 
Pages Lines Pages Lines Pages Lines Pages Lines 

GENERAL Woman’s Home 
Ace Fiction Grp..... 8.5 1,810 8.5 1,890 Companion ...... 95.0 64,612 82.1 55,796 
American Magazine. 87.5 36,717 89.0 37,355 
American Forests .. 12.7 5,320 13.1 5,502 Potal Group ..«.. 3,823.2 1,982,437 3,468.3 1,745,617 
American Home .... 69.7 44,022 63.4 40,086 STANDARD 
American Legion... 26.4 11,107 36.0 15,101 | American Mercury .. 5.2 952 8.7 1,582 
Asia & the Americas a7 1,144 1.8 785 | Atlantic Monthly 36.5 15,330 71.3 29,925 
Better Homes & Harper’s Magazine.. 43.3 10,281 69.3 16,483 

CON Nb ba crs ods 102.6 64,872 69.7 44,031 
+Christian Herald 51.3 22,049 50.0 21,073 Total Group ..... 85.0 26,563 149.3 47,990 
COMMON, secceseues 6.3 4,270 10.2 6,912 OUTDOOR 
Cosmopolitan ....+. 112.3 48,171 108.5 46,542 | American Rifleman.. 49.8 20,902 28.6 12,019 
Dell Detective Grp.. 19.9 8,537 23.8 10,210 | Field & Stream .... 87.7 37,615 77.1 33,072 
Dun’s Review ..... 41.8 17,948 55.0 23,608 | Fur-Fish-Game .... 28.8 12,356 22.3 9,551 
TEKS oo cece scess 11.8 5,067 13.8 5,779 | tHunting & Fishing 27.6 11,832 29.8 12,512 
Esquire (Natl.) .... 168.8 113,428 110.4 74,176 | tOutdoor Life ...... 70.7 30,326 69.8 29,300 
Matension .....0<... 20.1 13,832 21.9 15,094 | Outdoors 2.556.005 19.7 8,270 22.6 9,478 
el rere ee 184.0 116,288 208.3 131,614 | tSports Afield ...... 75.2 32,270 59.5 24,996 
Grade Teacher, The. 30.4 13,394 28.8 12,692 
House Beautiful 206.1 130,224 153.8 97,223 Total Group ..... 359.5 153,571 309.7 130,928 
House & Garden.... 175.9 111,146 138.8 87,701 JUVENILE 
Improvement Era .. 30.9 13,242 32.9 14,310 +American Girl 17.9 7,689 14.2 5,950 
SHMOPUGIGE 64.4.5 ces 22.5 15,372 27.7 18,948 | {*Aviation Adventures 
Macfadden Men’s Grp. 19.9 8,537 29.0 12,422 & Model Building. 6.9 BEGG €ennas  sastoze 
Mechanix Illustrated 83.9 18,790 63.0 14,119 | Boys’ Lilo ..cecses. 21.8 14,821 23.0 15,626 
Motor Boating ..... 89.0 52,320 93.1 54,758 | {*Calling All Boys.. 7.6 BOOT sevecs sesece 
National Geographic 48.8 11,603 33.0 7,854 | TCalling All Girls... 26.8 11,245 33.6 12,816 
+Nation’s Business... 50.6 21,694 80.2 $3,699 | Child Life. ......... 13.1 5,500 11.5 4,833 
Nature Magazine ...: 4.2 1,792 4.0 1,711 | }Famous Funnies 3.0 1,161 3.0 1,161 
Se ore re 29.4 19,975 21.0 14,280 | Open Road for Boys 18.0 7,541 20.0 8,414 
Popular Mechanics... 175.1 39,214 146.8 32,886 | "I*Polly Pigtails .... 7.6 2,909 ..ce0. eevee 
Popular Publications 14.8 3,321 19.0 4,363 | True Comics ....66. 5.1 1,931 10.2 3,891 
Popular Science .... 156.4 35,036 156.1 34,958 
ST Ae Tere 58.7 25,193 66.4 28,484 Total Group ..... 105.7 49,888 115.5 52,691 
WIRGUNEIAN cs essccces 13.7 5,855 39.4 7,186 WEEKLIES—OCTCBER 
Scientific American.. 9.0 3,726 21.6 9,259 | American Weekly.. 72.4 72,443 74.8 74,765 
ge 12.4 Cee Sisane,  -stende Business Week ..... 303.7 127,553 302.7 127,145 
Street & Smith All bChristian Advocate. 21.8 9,155 16.9 7,113 

Fiction Grp. ...... 4.5 837 5.0 O90 tf COMI E csccic-cteses 266.5 181,227 207.0 140,712 
EE Eee 75.9 31,890 47.0 POGOD. F GMO. 6 555s ccicecesge 109.8 47,110 133.6 57,313 
Thrilling Group .... 21.3 4,760 19.8 4,424 WER 64468286 406%%0 34.9 14,957 49.7 21,327 
Town & Country... 211.8 142,317 152.1 ORG 4 REE. oc tv avesisinaes 26.2 27,468 50.4 31,443 
i, CE EEE 66.0 28,549 57.7 24,761 | Liberty .....cceeeee 91.1 39,102 167.8 71,965 
eee re 102.5 60,270 93.0 SERGE F GEO ki caccvsccscas 334.0 216,431 314.0 267,763 

rev eee r er ere 119.4 81,199 137.2 93,324 

Total Group ..... 2,627.7 1,318,639 2,390.38 1,173,424 | cNewsweek ......... 280.5 117,822 365.4 153,514 

New York Times 

WOMEN Magazine ........ 158.3 134,532 108.3 92,077 
errr 205.3 88,088 171.0 73,359 Mew YOPReP ..ccccs 321.9 138,103 256.7 110,110 
f*Family Circle .... 45.4 19,472 65.4 28,077 etPathfinder ....... 40.2 17,255 66.3 27,830 
 6-5.0,4:60,0000% 239.0 102,531 205.5 88,159 eee rr rere 23.1 16,533 41.0 29,356 
Good Housekeeping. 180.2 77,819 152.8 66,567 Saturday Evening 
Harper’s Bazaar 292.5 184,836 171.6 108,454 WOO, 03000089065 4% 377.2 256,470 296.9 201,917 
PROUGRES siccsccses 19.2 14,529 24.3 18,416 Saturday Review of 
TEOUBENGIE «4200s cces 26.4 17,996 25.4 17,337 EACOTAtUPO 6. ccess 67.6 28,988 88.6 38,022 
Junior Bazaar ..... 161.8 102,278 201.0 127,032 OMOIBGEIS sccctcccvs 37.8 15,893 48.3 20,565 
Ladies’ Home {This Week Maga- 

TUTOR 6.64664 03%9 151.7 103,136 116.2 78,996 Sever r i ee ee 56.3 47,856 47.2 38,896 
Mademoiselle ...... 221.6 95,095 200.0 i oe: | Seeprereerrrr ey 317.7 133,443 356.5 149,737 
Vs errr er rrr se 101.4 68,934 89.6 60,945 | United States News. 160.0 67,200 234.1 98,329 
Modern Romances 

eee eer 54.8 23,507 76.9 32,972 Total Group. ..s< 3,220.4 1,790,740 3,636.5 1,853,223 
Modern Screen (MM) 67.0 28,746 81.1 34,787 ——— 

Motion Picture (F). 69.7 29,914 76.3 32,735 *Not included in totals. 

MGVIGIGNE 3 .sisivsss 41.5 17,836 47.0 20,157 tPage size changed since last year. 

BROVED BAtO ciciccsss 40.3 17,695 44.6 19,563 aFirst issue September, 1946. 

Movie Show ....... 38.5 16,518 41.8 17,947 bFive issues 1946; four issues 1945. 

Movie Stars Parade. 40.4 17,751 45.7 19,992 cFour issues 1946; five issues 1945. 

Movie Story (F).... 67.3 28,878 73.0 31,305 eNow published bi-monthly. 

TNO. 505044995 5%06 40.6 17,835 44.6 19,563 {First issue January, 1946. 

Parents’ (N. Y. tIncludes space in issues sold in combination with 

Metro WG.) ..0ess. 113.8 48,808 124.4 53,362 Heroic and Jingle Jangle, bi-monthly. 

Parents’ (Nat’l) 103.9 44,576 116.0 49,752 fPublished weekly 1945. 

Personal Romances. 36.1 15,476 40.5 17,872 CANADIAN 

Photoplay (Mac) ... 90.3 38,742 80.1 34,363 1946. -—————__1945- —_—__, 
Promenade ........ 89.5 38,393 84.4 36,218 Pages Lines Pages Lines 
Radio Mirror (Mac). 54.0 23,152 §1.7 22,184 | Canadian Home 

*Real Romances ... 28.0 12,005 33.2 14,276 SORES £6 64640688 60.3 41,037 54.3 36,957 
ere 28.0 12,005 33.2 14,276 Canadian Homes & 

Screen Guide ....... 34.9 23,726 28.1 19,138 a ee 50.2 33,759 §1.0 34,260 
Screenland Unit .... 38.2 16,408 46.5 19,973 | CRASLOIBING «2. ccscces 58.9 40,039 55.1 37,497 
Screen Romances .. 55.1 23,622 73.5 31,547 ere 47.8 20,506 51.7 22,158 
ol) ee 23.4 10,024 27.9 11,983 Maclean’s (2 issues) 85.9 58,401 76.7 52,180 
ee 185.6 126,214 102.1 69,404 ee 93.2 62,640 88.8 59,698 
Today’s Woman ... 17.3 7,602 23.0 9,860 National Home 

True Confessions (F) 68.0 29,188 82.3 35,303 BEOGEREY seccseser 43.9 29,849 39.3 26,746 
True Experiences New World ........ 40.3 27,421 33.3 22,671 

6 renee ere 56.7 24,304 54.2 23,256 | Revue Moderne, La. 49.8 33,912 35.0 23,861 
True Love & Romance Revue Populaire, La. 45.0 31,476 38.8 27,152 

CRIME) icdvcewases 56.9 24,423 53.6 23,000 TRIROG, BM .csccecs 58.0 40,561 47.7 33,402 
True Romances (Mac) 59.4 25,486 58.5 25,097 
True Story ......... 77.1 33,072 102.1 43,817 Total Group ...... 633.3 419,601 571.7 376,582 
Vogue (2 issues).... 457.6 289,221 295.4 186,671 | ————— 

Woman’s Day ...... §1.2 21,966 53.5 22,935 *October linage. 


Bond Joins Arndt Agency 


Norton J. Bond, formerly in the 
armed forces and previously an 
instructor of advertising and busi- 
ness management at Temple Uni- 
versity, has joined the industrial 
department of John Falkner Arndt 
& Co., Philadelphia, as copywriter. 


6-O’Clock Names Jones 


6-O’Clock Foods, Inc., Norris- 
town, Pa., manufacturer of 7-Minit 


pie crust, corn muffin mix, and 
other cake mixes and puddings, 
has switched its advertising ac- 
count from the Richard A. Foley 
Advertising Agency, Philadelphia, 
to Duane Jones Company, New 
York. 


Stephenson to Morton 
Clay W. Stephenson Jr. has re- 

signed as account executive of the 

Duane Jones Company, New York, 


ton Mfg. Corporation, Lynchburg, 
Va., manufacturer of Snow White 
cosmetics. Mr. Stephenson handled 
the Morton advertising account 
for the Jones agency. 


Names Bayless-Kerr 


The Interlake Chemical Corpo- 
ration, Cleveland, producer of 
products from coal, has appointed 
Bayless-Kerr Company, Cleveland, 
to handle its advertising, effective 


to become vice-president of Mor- 


Jan. 1. 


A 


| a Jun ee Rie ; pigs pe ins eats ‘ eS tae ae ae hee Re tr eek i ieee ee es 2a 
aa - | a = 
Te RC — | a 
— = q 
sg | a r Bey 
pa Mims - 
ae , ; 
a | ; | a _ “! 
A : - : —- | at “ — -- \ 
2 a, 
zi 
FP 2) ™ ee 
1,800 = ; 
1,600 = a 
: 1,400 = FIN 
2 bin 
: anc 
| , a > 
ee | 3 
_ Yor 
— si " 
= | F: 
oe By 
ne pO 
oe | | 
erat aw a RA NR RR RR 
see a «ol ER Se eR Sok Rie SRS, RANA RE aaa Eg kay ERT Rabi AON Sei RRs Ft a 8 iF 
aoe ee Oe ee ot | , 
os Pee ge a 
Teer . 3 se . wi ee 4 an 
ee : . : a : . a eye Boat pint i. : n e e} 
<a Cw, nes 
ee \ Ze > = oS to | 
em ee \ — | in 
ae FN i Se rr 
‘ : < 5 pe % et : BE Oe 8 | Tl 
° i. . _ A a yy \. : a | ion 
“ . 4. —— Ct lead 
ae a ae chal 
eae ee pes. aes a 4 ae yeaa eee i 
~ “|. — ae 
‘ are ate haa ; — two 
y pe ce . < % i se 3 : ; oe bt 
a vy (YR : 
Fes Bee a ee a P| pa 
Srraeh iy = i iy ye aha | abou 
= ae ‘ : “a Z : a ; ae ee i Es s ae e oe a 3 he ee : se 5 ee sag = Re Sak: of “ 
c = = bina 
= Th 
2 | thror 
= distr 
a 
— Ur 
r. chins 
+ @ instr 
| earli 
; the |} 
: tions 
7 | i style 
ia ee ee. 
“a oe 
— 1 8 
Je , | 
me ~*~ s t “y 
4 (ene Meo bee is 2 ; + 
ee C j | . 
‘itil ss CN CA we | Me 
aie fe. Ca ae He 
ve LQ? WER o 
eee AS w CRA” a Che 
ae i SS RS a tg j of | 
ry E ~ A i POE mm 
eee , RS eS (self-adhesive toi 
Nee ital ee 4% , ee " cS : rs 
eee ~ oe ’ ae | 
4 sy ” | Ney 
: | eac 
Dal 
} 7 SS 
' ' a | : 
eC 
Eo 
' 
' 1 
FO ee T 
i | 
ST cnarteeesinntinteeinnniinatinnenien | | ; 
an 1 ; ~ " | Hi 
ries } ————— TE 
} ' ; ‘DAL 
es Ss = 


46 


with 


——, 
Lines 
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23,861 
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33,402 


76,582 
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FINCH'S LATEST—This console, com- 
bining a Zenith AM-FM radio chassis 
and a Finch facsimile receiver, is one of 
three such combinations to be produced 
by Finch Telecommunications, Inc., New 
York. The facsimile unit will print four 
radio-transmitted pages, 8, x II 
inches in ) size, in 1S in 15 minutes. 


Finch to Make 
Home ‘Fax’-Radio 
fieceiving Sets 


NEw York — Finch Telecom- 
munications, Inc., one of the pio- 
neers in facsimile broadcasting, 
has come up with a line of home 
radio-facsimile receivers—the first 
to be announced—which a com- 
pany spokesman said will reach 
the market early next year bar- 
ring unforeseen production ob- 
stacles. 

Three models, all incorporating 
AM-FM radio units produced by 
leading receiver manufacturers, 
were unveiled by Finch. One is a 
chairside set embodying a General 
Electric radio chassis. The other 
two models, a console and a table- 
top, will have either Zenith or 
Farnsworth radio units. 

The table model, AA was ad- 
vised, will be priced to sell for 
about $250, while the other two 
models will be in the price range 
of “good radio-phonograph com- 
binations.”’ 

The sets will be marketed 
through Graybar Electric, national 
distributor for Finch products. 


Use Stylish Cabinets 


Unlike the meial-encased, ma- 
chine-like sending and receiving 
instruments exhibited by Finch 
earlier this year (AA, April 29), 
the home facsimile-radio combina- 
tions are installed in modern 
styled, bleached wood cabinets. 

The facsimile recorders are de- 


Anything concerning automobiles 
or any phase of the automotive 
industry is of great interest to 
Texans. That is why this field is 
regularly featured in the famed 
Man’s Section of The Dallas Times 
Herald each Sunday. In “Treads 
and Trends,’’ the column of 
Charles Cates, automotive editor 
of the Times Herald, the local 
angle is covered. While from De- 
troit, Bernard J. Wemhoff, editor | f 
of the authoritative Automotive 
News writes an exclusive column 
each week for the readers of The 
Dallas Times Herald 


LL ~, 
THE DALLAS 


TIMES 
HERALD 


DALLAS’ GREATEST “— 


Represented by 
THE SAAN EAM: ROOT ent: 


signed to print four radio-trans- 
mitted pages, 84x11 inches, in 15 
minutes. 

Finch also announced that pro- 
duction is well under way on a 
new type of broadcast studio fac- 
simile transmitter-monitor system, 
which embodies two scanners, each 
with a monitor receiver, power 
units, amplifiers and switching 
arrangements for insuring unin- 
terrupted transmission of facsimile 
pages. 

At least half a dozen of these 


studio units, costing $8,500 each, 
will be delivered before the first 
of next year to FM broadcasters 
in Detroit, Chicago, Los Angeles 
and New York, AA was informed. 


Joins Gleason Agency 


Alice Hinkson, assistant woman’s 
editor of the Detroit News for the 
past three years, has joined the 
contact and creative staff of 
Gleason Advertising Agency, De- 
troit, handling the national food 
and wholesale accounts. 


Names Bass-Luckoff 


Bass-Luckoff, Hollywood, has 
been named to handle the adver- 
tising of Reliable Steel & Builders 
Supply Company, Los Angeles. 
Newspapers throughout the West 
and direct mail will be used. 


Davey Names Myers V.P. 


J. T. Myers, assistant general 
manager of the Davey Compressor 
Company, Kent, O., has been 
named vice-president in charge of 
sales and production. 


Powell Forms N. Y. Firm 


Ralph C. Powell has organized 
R. C. Powell & Co. for the de- 
velopment and marketing of elec- 
tro mechanical products, with of- 
fices at 57 William St., New 
York 5. 


Philco Appoints Novy 

Joseph F, Novy has been ap- 
pointed manager of the advertis- 
ing and sales promotion for the 
Chicago division of Philco Dis- 
tributors. 


CRITERION REACHES READY BUYERS 


ntpere CRITERION SERVICE 


mn CRITERION SERVICE 


OF ALL AGES —ALL INCOMES 


.»» it Naborhood Shopping Centers where 98% of all food, 
and 85% of all drugs are purchased. 


Criterion completely covers Naborhood Shopping Centers. 


For its audience Criterion selects actual family buyers. of food and drug products. Men, women, and children 


respond quickly to the colorful invitation to buy because Criterion posters are placed at busy corners 


close to the stores where these shoppers can buy before they forget your message. Criterion is all day, everyday 


advertising used by manufacturers like Heinz, Ralston-Purina, Swan, Bond Bread, Wheaties, 


Armour, Wrigley, Tip-Top Bread, Borden, General Foods, Corn Products and others. 


»,riterion, 


“Service 


Ata base cost of only 
$3.60 per panel per month. 
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The rates for this department are as follows: “Help Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. 

hursday noon, 11 days preceding publication date. 


THE ADVERTISING MARKET PLACE 


“Positions Wanted,” 


Advertising Age, November 18, 1946 


HELP WANTED 


MISCELLANEOUS 


“Representatives Wanted,” 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. 
Display advertisements take card rates. 


Forms close 


HELP WANTED 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


WANTED—Experienced direct mail 
circulation promotion expert for 
projected new Southern magazine, 
general circulation. Preferably un- 
der 40 years old. Offer key if not 
top position. Want ideally man 
working in near top but subordinate 
position desirous advancement. State 
record, education, qualifications, 
contactable references, present and 
asking salary. Responses treated in 
strictest confidence. 

Box 8562, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 2 


WANTED—Correspondents to send 
weekly news letters covering con- 


fectionery, ice cream, radio and to- 
bacco industries in Chicago, Phila- 
delphia, Detroit, St. Louis, Cleve- 
land. Address 


Box 8561, ‘ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING SALESMAN 
National consumer publications with 
agy. and adv. contacts for Chgo. ter- 
ritory. Salary. Write giving com- 
plete details. 

Box oo ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST Who Knows 
PRODUCTION 

To take complete charge of render- 
ing and finishes in leading New Eng- 
land Advertising Agency. Only top 
man with real background or young 
man with top ability need apply. 
Salary and opportunity for advance- 
ment to suit. Write fully. 

Box 8592, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED Assistant editorial 
writer for a New York weekly 
trade publication. Furnish experi- 
ence and salary expected. 

Box 8570, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


INDUSTRIAL SPACE 
salesman. Travel Mid-Western ter- 
ritory. National publication. Good 
pay and excellent future. Furnish 
own car. Write giving complete 
qualifications. 

Box 8544, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER 
Initiate and rewrite copy, “spark” 
promotion ideas, supplementing 


agency work. Assist appliance man- 
ufacturer’s promotion-training man- 
ager in other departmental work. 
Write detailed past experience, age, 
salaries past and expected. 
Box 8575, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MANAGER MARKET RESEARCH 
Department. One of countries’ out- 
standing Drug companies located 
small town near Chicago is setting 
up brand new department. Unusual 
opportunity for individual who is 
now a Market Research Assistant. 
Salary open. Please write in detail 
giving your qualifications and per- 
sonal data, which will be held in 
strictest confidence. 

Box 8591, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EASTERN ADVERTISING MGR, 
to open and manage eastern office 
of young progressive national trade 
publication in furniture and home 
furnishings field. Should have ex- 
ecutive ability, be alert, energetic, 
with advertising selling experience. 
Some editorial reporting of news and 
development in the trade required. 
Excellent opportunity for younger 
man with mature judgment to carve 
future for himself. Salary, commis- 
sion and expense account. Give full 
details of background and experi- 
ence and include phone number. 
Publisher will be in New York and 
will interview between Nov. 20th 
and 25th. 
Box 8580, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


EXPERIENCED SPACE SALESMAN 
of high integrity to cover New York 
area for class publication published 
Pacific Coast. Must have good back- 
ground and contacts. Financial ar- 
rangements excellent for right man. 
Written application must be com- 
plete in detail and include phone 
number 
aex 8579, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


IN GREATER 


pi bs 


MIAMI WILL 
SPIRAL YOUR SALES 


Already this season is setting a new 


high in winter resort spending! More 


than 4!/, million pleasure and health 


seekers are making Florida the adver- 
tising opportunity of the year. 


YOUR MESSAGE 


in The Miami 


Herald guarantees sales quickly and 


profitably in this 


lush market. The 


Herald leads all Florida in advertising 


volume and circulation! 
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She Miami Herald 


National Representatives : 


JOHN S. KNIGHT, Publisher 


STORY. BROOKS & FINLEY, INC. 


DIRECT MAIL SALES MANAGER 
experienced in repeat specialty for 
most every business, with a well es- 
tablished line. Give qualifications 
and past record fully. 

Alliance Rubber Co., Alliance, Ohio 


A SALESMAN with a successful rec- 
ord of lithographing contacts. A rep- 
resentative with a future of selling, 
principally lithographing volume in 
labels, displays, or direct mail; but 
with the advantage of satisfying his 
selling ability, by also being able to 
sell quality letter press (flat bed, 
and tavo color rotary). Prefera Chi- 
cago family man who will work 
from that territory. Our complete 
plant facilities in Milwaukee, giving 
tops in quality and service, should 
pad inducement to the party inter- 
ested. 


Box 8576, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING REPRESENTATIVE 
wanted to sell space for woman’s 
professional publication, circulation 
over 150,000. Exceptional opportun- 
ity for young man between 28-38. 
Write 

Box 8546, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SECRETARY to busy trade paper 
publisher. Must be completely ex- 
perienced with trade paper or allied 
publishing, advertising, editorial 
routine, and expert stenographer. 
Fine future for proper applicant 
able to shoulder responsibility, han- 
dle detail, through past successful 
experience. Incumbent is probably 
now employed in similar or related 
position. Reply in full detail, cover- 
ing experience, + gai a salary to 
commence, etc. ete, 


Box 8577, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


MEN’S DEPT. 


ADV. MGR. Home Appliances. $10,000 
ADV. MGR, Agcy. So. Amer. 7,500 


ADV. MGR. ASST. Sports gds. 6,000 
ADV. MGR. ASST. Electrical. 4,800 
COPY CHIEF. Southern agcy. 1 ,000 
ay Agereey Asst. Mer. 
EPP Pree - 10,000 
COPY WRITERS. 6- -Agcy. 
er Te eres hes st® 6068 
ART DIRECTOR. ‘Publisher. . 7,500 
|ART DIRECTOR, West. 6,000 
LAYOUT ARTISTS, So. States 6,000 
PROD. MGR, Dept. Store..... 5,200 
PROD, MGR. Adv. mfgr. Chgo. 5,000 
EDITOR. Publisher .......... 6,000 
EDITOR, School books....... 5,000 
ADV. MGR. Correspondent..to 3,900 
WOMEN’S DEPT. 
= peer Furniture, 300 
PUBLICITY DIRECTOR. Farm ase 
ARTIST. Design, plan kitchens 400 
“oo EDITOR, Home EC _ 350 
EDITORIAL ASST. 
Tent Oe. BPM, COU i... sss 300 
LAYOUT ARTIST. Tops in 
Cot eee errr rr es 225 
BU YERS—Notions, fancy eds. 500 
FASHION CO-ORDINATOR 
BG, We, Ms ae secede sess 375 
COPYWRITER. Home furnish- 
es ™ ETT ee ECR re eee 325 


HE HONES COMPANY 
14 E. bp oo Ray Chicago, Suite 1515 


AGRICULTURAL ART — Layout, 
Photography, & Illustration. A dec- 
ade of service to a fastidious clien- 
tele. John Andrews, Service Life 
Bldg., Omaha, Nebr. 


REPRESENTATIVES WANTED 


Advertising Sales Representatives 
wanted in following territories— 
New England, Pittsburgh, Cleveland, 
Detroit and West Coast for year- -old 
publication published by well-estab- 
lished publishing company. A pub- 
lication that produces results and 
is backed by sound promotion. Low 
unit cost of space with mass cover- 
age offers an opportunity for selling 
many and wide variety of accounts. 
Straight commission and plenty of 
home office support. 

Box 8589, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


‘| Advertising Representatives Wanted 


in New York, Chicago and Pittsburgh 
for new Penna. monthly which 
blankets a highly specialized field 
in which a large list of outstanding 
national manufacturers and dis- 
tributors are consistently seeking 
business. Only established reps. con- 
sidered. An unusual opportunity for 
established trade journal reps. to 
add a winner and increase future 
income. Attractive proposition. 
Write, Thos. J. Young, 1200 Gimbel 
Office Bldg., Philadelphia 7, Pa. 


REPRESENTATIVE WANTED 


by merchandising trade paper New 
York, New England, and Philadel- 
phia territories. 

Box 8593, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


WHAT’S YOUR PROBLEM? 
If you have merchandising, advertis- 
ing, display, marketing, store prob- 
lems, write: 
Cc. Martin Bowman, 2117 N. Main St. 
Santa Ana, California 


HARD SELLING ADS—Catalogues 
created by Freelance idea man with 
plenty “know how”! Put my 12 years 
sales, ++ anal experience to 
work for yo 
Box 8574, “ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PRODUCTION MAN. Vet with both 
feet on the ground but willing & able 
to fly high as prod. mgr. in Agency or 
estab. creative printing concern. 
Years of exp. in graphic arts, art 
direction, printing & customer con- 
tact. Keen eye to short cuts in pro- 
duction. Long on quality. 

Box 8581, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING-PRODUCTION 


Yng. man, vet, 8 mos. mag. prod. 
exp. wants opp. to learn agency 
work. Good knowledge of prtg. pro- 
cedure. Wants chance to succeed in 
this field. Opportunity, not salary 
of first importance. Chicago only. 
Box 8582, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NEWSPAPER DISPLAY SALESMAN 


Adv. Megr., copy, layout, complete 

campaigns. 19 years daily, weekly 

and retail exp. Will go anywhere. 
Box 8583, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


CHICAGO PUBLISHER WILL BUY 
small composition shop located in 
Chicago. Please give general idea 
of your equipment in letter which 
will be treated confidential. 
Box 8590, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TYPIST-IDEA GIRL 


with M.A, degree in English wants 
job as apprentice ad.—continuity— 
and/or public relations-writer with 
definite advancement possibilities. 
Young, personable, I.Q.’d. 

Box 8584, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


TO. THE ADVERTISER 


ASSOCIATED PRESS 


UNITED PRESS 


|who wants | 


be WA 


WAAT 


NEWS ROOM 


ome 3,000,000 FAMILIES PER WEEK | 


~ AUDIENCE 


at low cost! 


for less than 


*Do you realize this market 
contains over 3% million 
people; more then these 14 
cities eoatinet Kansas City, 


Indi, Pachect. 


Denver, ‘Atlante, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 
Spokane, Fort Wayne,Dallas, 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” 


WAAT offers “The News” 


every hour on the hour—24 hours a day 


per family. 


Another Reason Why... 


WAAT delivers more listeners per dollar 
in North Jersey—America’s 4th Largest 
Market*—than any other station, includ- 
ing all 50,000 watters! 


Source: Pulse of North Jersey 
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Advertising Age, November 18, 1946 


POSITIONS WANTED 


TALENTED Art. With Schling-Life- 
Fash. Illus. Dr. Design, wants pos. 
with Fash. Illus. Call Roc. 4656. 


COPYWRITER 
Agency experience in trade and na- 
tional advertising, dealer and sales 
promotion, mail order, direct mail, 
direct sales, house organ. 

Experience in foods, clothing, in- 
surance, self-instruction, heavy in- 
dustry and other tangibles and in- 
tangibles. 

Capable of assuming complete 
charge from idea to printed copy. 
Strong on visualization, attention- 
arresting headlines, and translating 
cold facts into live copy. 

Executive ability. Particularly 
suited as copy chief in smaller 
agency or as copywriter in large 
agency where responsibility and 
versatility are in demand. Salary 
wanted: $5,200 to $6,500. 

Box 8585, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


FREE LANCE ARTWORK 
modern layout, lettering, designing 
Overnight service. 

Box 8586, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 411. 


Hill Agency Folds; 
Booth, Vickery 
Take Over Office 


NEw York —Hi11 Advertising, 
founded here in 1943, quietly 
folded this week, and its offices at 
250 Park Ave. were taken over by 
Booth, Vickery & Schwinn, Balti- 
more agency. 

Who would head the BV&S New 
York office, and the future plans 
of Weston Hill, president of the 
defunct agency, were still uncer- 
tain, with some indications that 
Mr. Hill might work with the new 
agency. The only hold-over from 
Hill’s staff is W. C. Lyddan, listed 
as house organ editor, who will 
handle Apex Products, Audio De- 


vices and Personnal Gifts, all for- 
mer Hill accounts, for BV&S. 

Present plans call for art work 
and production for the agency to 
be done in Baltimore. 


Accounts Move 


Dunnie Shewell, one-time Hill 
vice-president, is with Fleetfellow, 
Inc., sales distributor for Diaper- 
wite, Inc., a former Hill account. 
The Hill agency resigned the ac- 
count Sept. 2, and Diaperwite has 
yet to name an agency. 

The account of the Gas Appliance 
Manufacturers Association went 
from Hill to Donahue & Coe in 
September along with Joseph 
Joyce, who handled the account 
at Hill. 

Ahrens Publications, a Hill ac- 
count at the time of its demise, 


was still afloat. 


Nov. 18. American Association 
of Advertising Agencies, Eastern 
Council, annual conference, Wal- 
dorf-Astoria Hotel, New York. 

Nov. 18-20. Newspaper Associa- 
tion Managers, Inc., annual meet- 
ing, Edgewater Beach Hotel, Chi- 
cago. 

Nov. 25. American Marketing 
Association, Pacific Coast Confer- 
ence, Mark Hopkins Hotel, San 
Francisco. 

Jan. 12-15. Newspaper Adver- 
tising Executives Association, 
Edgewater Beach Hotel, Chicago. 


Feb. 10-11. Inland Daily Press| q 


Association, midwinter meeting, 
Congress Hotel, Chicago. 

May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 3-5. National Federation 
of Sales Executives, annual con- 
vention, Los Angeles, 

June 15-18. National Industrial 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 


Donelan Joins Cummings 


_ Paul Donelan, formerly adver- 
tising and sales promotion direc- 
tor of Gorham Company, has 
joined Cummings Advertising, 
a, Providence, as a vice-presi- 
ent. 


2 HEADS ARE BETTER THAN 1 


So why not let this team of 2 ex- 
perienced ad men help you with 
your Direct Mail, Retail Adv., Radio 
Conn. and other advertising prob- 
lems on a free lance basis. 
Box 8587, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 


FOR RENT—IDEAS! ABILITY! 
Publicity—promotion, edit., copy. 
Expd. network radio, journalism, 
race relations, public health, psy- 
chology, personnel, community or- 
ganization. M.A., 36. Wants respon- 
sible position Chicago. 

Box 8588, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II. 


SSSSSSSSSSS 
OPPORTUNITY TO BUY 


or obtain interest in 
Established 
Trade Publication 


with national circulation in billion 
dollar industry. New used by 
Triple A advertisers. 


Now Is The Time . .. . 

to reap the reward of hard ground 
work in past year. Buyer's market 
has returned in highly competitive 
industry. 


Big Earning Possibilities . . . . 
with relatively small investment. 
Organization will continue with 
proper financing or will sell out- 
right. Also will sell successful di- 
rectory with splendid ten year 
earning record. ADDRESS 
Box 6607, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


If you are the man who can develop 
some new business for this small but 
old and well established Chicago 
agency with full recognition, we are 
prepared to make a most generous 
arrangement with you, including the 
addition to our present organization 
of any staff members that may be 
needed to service your accounts. All 
correspondence will be treated in 
strict confidence. Write: 


Box 6608, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


Copywriter -- Wanted. 


Well financed, medium-sized 
eleven year old Chicago Ad- 
vertising Agency wants versa- 
tile copy writer. At least ten 
years experience in consumer 
copywriting. Opportunity to be- 
come copy chief. Give com- 
lete history, age and salary 
or confidential interview. 


Box 6609, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


LARGE PRIVATE OFFICE 


FOR RENT 


Excellent downtown location, half-block from 
North Michigan Blvd. Ideal for publisher's 
representative or anyone associate 


vertising. Write: M. L. KONE, 64 E. Lake St., 
= oat, Chicago |, Ill. or telephone CEN- 
‘a » 


© 


_ CAPPER PUBLICATIONS, INC., offices ai ; 
_ San Francisco, Kansas City. Home Office: Topeka, Kansas 


BALAN ce 
AGRICULTURE 
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Seeing much of 
G. C. Murphy? 


IF you aren’t seeing much of the G. C. Murphy 
variety store chain, perhaps you should. One of the 
pioneers in adding higher priced goods to traditional 
five-and-ten lines, G. C. Murphy today is selling toys 
as high as $80. 


Long experienced in trading up, Murphy’s store man- 
agers have a sharp sense of exploitation for upper 
bracket lines. They are given warm encouragement 
to use merchandising initiative, unhampered by home 
office controls. They participate in frequent round- 
table meetings, get a voice in over-all sales promotion 
and store policy. 


Out of this relationship has grown a mutual respect 
between headquarters and the managers of 209 stores. 
This is typical of the reasons why G. C. Murphy has 
risen to the $100,000,000 sales level . . . why this 
dynamic retailing force deserves your keenest interest. 


It is significant that G. C. Murphy executives and 
store managers have 400 paid subscriptions to Chain 
Store Age VARIETY EDITIONS. Similarly, through- 
out the chain variety store field, these magazines are 
highly valued for their editorial service, have a re- 
newal rate of 83 per cent. If you want to increase 
your contacts in this $3,615,000,000 market .. . at 
buying offices and among store managers, who re- 
order your product .. . you will find Chain Store Age 
VARIETY EDITIONS dependable and productive. 


Sell Drug Products? 
Use Chain Store Age DRUG EDITIONS 


— 


Sell Grocery Products? 
Use Chain Store Age GROCERY EDITIONS 


CHAIN STORE AGE 


185 MADISON AVENUE, NEW YORK 16 
612 North Michigan Avenue, Chicago 11 
520 West 7th Street, Los Angeles 14 


Anthony's Problem: 
Heatter Grabs 
His Deodorant 


New York—Three of Mutual’s 
star performers, Gabriel Heatter, 
John J. Anthony and Upton Close, 
figured in commercial program de- 
velopments on the network during 
the past week. 

Mr. Anthony, who specializes in 


other people’s problems, incurred | ¢ 


one for himself as a result of be- 
ing dropped by Carter Products, 
Inc., effective Dec. 30. Mr. An- 
thony has been heard for Carter’s 


Little Liver Pills and Arrid de-|\™ 


odorant on Mondays through Fri- 
days at 1:45-2 p.m., EST, for sev- 
eral years. 

Carter, through Sullivan, Stauf- 
fer, Colwell & Bayles, will 
sponsor commentator Gabriel 
Heatter for Arrid on Mondays, 
Wednesdays and Fridays at 9-9:15 
p.m., EST. The Serutan Company 
presently sponsors Mr. Heatter at 
this hour on Fridays only, but on 
the first of the year will begin 
paying the toll on his commen- 
taries Tuesdays and Thursdays. 
Serutan’s agency is Roy S. Dur- 
stine, Inc. 


Council Changes Agencies 


Upton Close’s contract as com- 
mentator for the National Eco- 
nomic Council was renewed for 13 
weeks effective Nov. 19, but 
through a new agency. The coun- 
cil switched from Roche, Williams 
& Cleary to Jim Duffy Company. 

Meantime General Foods, 
through Benton & Bowles, picked 
up its option on Mutual’s “Juve- 
nile Jury” (AA, Nov. 11) and will 
put it on the network Sundays at 
1:30-2 p.m., EST, for Gaines dog 
foods. The contract is for 52 
weeks, with a five-year option. 

General Foods was _ reported, 
without confirmation, to be con- 
sidering sponsorship of still an- 
other half-hour show on Mutual. 
This would be its fourth program 
on this net and would build up 
the sponsor’s billings with Mutual 
to around $2,500,000 yearly. 


Step Up Billings 


Ralston Purina Company, 
through the Gardner agency, St. 
Louis, and Conti Products, through 
Bermingham, Castleman & Pierce, 
also are increasing their billings 
with Mutual. 

Ralston will drop “Checker- 
board Jamboree,” heard Saturdays 
from 1 to 2 p.m., EST, in favor of 
a new five-a-week show featuring 
folk music, probably transcribed, 
at 12-12:15 p.m. in New York and 
in this or other noonday spots 
across the country. The contract 
for the new program is effective 
Jan. 6 for 52 weeks. 

Conti, for Conti Castile sham- 
poo, will bring back the “Treasure 
Hour of Song,” which the com- 
pany has sponsored for six con- 
secutive years, on Nov. 21. Budget 
for the program provides, how- 
ever, for two new features: a 
music quiz, winners of which will 
get three-day all-expense trips to 
New York, and “name” guest 
stars. 

Conti’s summer 
show, “By Popular Demand,” 
which was continued into the 
fall, will go off with the return of 
“Treasure Hour.” Time is Thurs- 
day at 9:30-10 p. m., EST. 


replacement 


Bellol Names Midland; 
Two Join the Agency 

Bellol Laboratories, manufac- 
turer of Zelo lemon scented suds, 
has appointed Midland Advertis- 
ing Agency, Chicago, to direct its 
advertising. 

Ray W. Spindler Jr. and May- 
belle Davis have joined the agency 
in executive capacities, 


Adeeittding Age, November 18, 1946 
OCTOBER SALES OF CHAIN STORES 


October, % Gain — mo. period ———., % Gain 


1946 1945 or Loss 1945 or Loss 

Food Chains 
OS CRS Serr re $ 6,862,322 $ 5,054,916 +35.8 $ 62,445,585 $ 45,964,459 +35.9 
Kroger Groc. & Bak. Co. 41,703,466 178,168 -+26.0 407,997,751 333,993,106 -+-22.0 
National Tea ........... 13,157,154 8,846,157 +48.7 112,773,609 77,010,715 4 
|. EE es 65,354,639 54,383,694 +20.2 690,252,214 548,443,303 +25.9 
Group Total .......... $ 61,722,942 $ 47,079,241 +31.1 $ 583,216,945 $ 456,968,280 +2.8 

Mail Order 
aSears, Roebuck ........ $171,577,953 $107,408,775 +59.7 $1,189,148,986 $ 729,429,348 +63.0 
errr 11,876,469 7,098,468 -+67.3 84,974,013 53,091,073 +60.1 
aMontgomery Ward .... 112,154,993 77,294,825 +45.1 744,941,857 491,434,882 +51. 
Group Total .......... $295,609,415 $191,802,068 +54.1 $2,019,064,856 $1,273,955,303 -+58.5 

Drug Chains 
MOUNEEIN,  saceasucdescxsd $ 12,706,791 $ 10,491,827 +21.1 $ 116,893,062 $ 96,129,184 +21.6 
Soup Tote) acessccess $ 12,706,791 $ 10,491,827 +21.1 $ 116,893,062 $ 96,129,184 +21.6 


Variety and Miscellaneous 
BON SlOres 5.0 oscccecces 


$ 8,013,589 $ 5,531,271 +44.9 $ 57,196,882 $ 37,926,199 +50.8 


Butler Bros. ...c.ccscoeee 17,109,370 11,750,189 +45.6 132,748,857 99,266,182 -+33.7 
MOOR: BGG. cccccccccess 5,541,676 4,427,009 +25.2 53,054,383 42,928,975 +23.6 
. Se 4 eer 20,054,601 15,601,044 +28.6 161,246,344 135,140,655 +19.3 
Oe. 2 err 21,776,801 19,030,878 +14.4 186,067,430 168,985,825 -+10.1 
NSE err 12,751,037 10,457,324 +21.9 112,696,486 95,303,188 +18.3 
Lane Bryant, Inc......... 4,113,059 3,781,443 +8.8 37,290,893 30,418,262 -+22.6 
SERINE, in ivcdnenccKesss 7,132,097 6,041,067 +18.1 62,543,202 54,014,720 +15.8 
aMcLellan Stores ........ 4,138,192 3,734,506 +10.8 33,337,485 29,371,663 13.5 
Melville Shoe Corp...... 4,588,577 3,753,736 +22.2 48,459,366 30,956, 168 56.5 
aMercantile Stores Co... 9,637,500 7,101,400 133 71,483,900 50,245,200 Ti3 

ureny, GS. C..csvcssss. 9,441,311 7,754,333 21.8 83,017,212 72,719,273 14.2 
errr 3,885,406 3,278,236 +18:5 34,061 030 29,357,054 +16.0 
Newberry, J. J.......... 9,768,99 8,301,811 +17.7 83,830,173 75,798,728 -+-10.6 
Penney, J. C....ccoeeees 5 899,460 53,766,058 +22.6 512,378,568 420,152,290 +21.9 
Sterchi Bros. Stores...... 1,311,261 829,187 -+58.1 10,524,900 5,930,510 77.4 
Western Auto ........... 10,091,000 6,488,000 -+-55.5 84,567,000 44,589,000 9.7 
Woolworth, F. W........ 46,960,281 40,374,379 +16.3 413,008,846 362,408,588 +13.9 


Group Total 


Okseaeare $262,214,209 $212,201,871 +23.6 $2,177,512,957 $1,785,512,480 -+22.0 


Combined Total ...... $632,253,357 $461,575,007  +37.0 $4,896,687,820 $3,612,565,247  +35.5 


*Not included in totals. 
aNine month period. 


Cotton Valley Cosmetics 
Begins U. S. Distribution 


Cotton Valley Cosmetics, New 
York, which has been testing a 
new line of Cotton Valley prepa- 
rations in 26 foreign countries 
(through the Commonwealth In- 
ternational Corporation) has com- 
pleted distribution of the line in 
New York, the West Coast and 


Canada. A newspaper, magazine 
and radio campaign is being 
readied, through Stonewall 


Agency, New York. 

The line includes Splendor 
foundation cream, Lure liquid 
rouge, Lotion cleansing cream, 
Dawn ketonic (hormone) cream, 
lipstick, nail lacquers and other 
creams, Face powder and a dust- 
ing powder will be added soon, 
and French perfumes in two scents 
are being developed in France for 
presentation next spring. 


Murray Boosts Malina 


O. J. Malina, midwest repre- 
sentative of D. J. Murray Mfg. 
Company, Wausau, Wis., has been 
appointed sales manager of the 
heating and ventilating division. 


Joins Pacific National 

Nancy Finklestein, formerly 
with Station KXL, Portland, Ore., 
and with McCann-Erickson, has 
joined Pacific National Advertis- 
ing Agency, Portland, as copy- 
writer. 


Chen Yu Names Spadea 


Associated Products, Inc., Chi- 
cago, has appointed Spadea, Inc., 
New York, to handle a special 
newspaper advertising campaign 
ped — Yu nail polish and lip- 
stick. 


ONLY 2,512. 


REPRESENTATIVES: ALLEN-KLAPP CO. 


In Fort Wayne, Ind., 
The News-Sentinet 
Covers The Market 


During the past ten years The News-Sentinel has in- 
creased its daily home circulation more than 19°% while 
the morning paper shows an increase of less than 5%. 


DURING THE PAST TEN YEARS THE NEWS-SENTINEL 
HAS INCREASED ITS CIRCULATION IN THE AMOUNT 
OF 11,336 HOMES DAILY — THE MORNING PAPER 


The News-Sentinel is delivered by carrier to 97.8% of 
all homes in Fort Wayne six days a week. 


aa 
Che News-Sentine 


Fou Wayne's “Goad Evening” N. e 
FORT WAYNE, INDIANA” 


@ NEW YORK—CHICAGO—DETROIT 
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Although the nationwide Con- 
tinuing Study of Magazine Read- 
ership will be conducted for Mag- 
azine Advertising Bureau by 
Stewart, Brown Associates, which 
made the pilot study in Albany 
(AA, Oct. 7), the Advertising Re- 
search Foundation is expected to 
“consult” on it. ARF already 
handles continuing studies spon- 
sored jointly by advertisers, agen- 
cies and media in daily and 
weekly newspapers, farm publica- 
tions, business papers and car 
cards. : 

* * * 


The Hiawatha Doodle Bug 
which is probably the nation’s first 
fluid drive motor scooter, will get 
a major nationwide promotion 
probably early next year if 
Gamble Skogmo, Inc., operator of 
Gamble Stores, Minneapolis, can 
get enough material to make the 
50,000 scooters it hopes to produce 
during 1947. With present pro- 
duction hampered by material 
shortages, Gamble has advertised 
only in Minneapolis plus some 
‘copy in small cities in northwest- 
ern states, principally by dealers. 


% * % 


Action in several directions may 
be expected soon by National 
Publishers Association on recom- 
mendations of its screening com- 
mittee, headed by Howard Ehr- 
lich of McGraw-Hill, at the NPA 
annual meeting in September 
(AA, Sept. 16 and 23). 

A systematic program may get 
under way soon to expand mem- 
bership from the present 133 to 
500. A special “open” meeting, 
with guest speakers, has been sug- 
gested for New York this winter. 
Walter Fuller, Curtis Publishing 
Company, the new president, is 


YOU CAN’T OVERLOOK THE 
SOUTHERN APPLIANCE 


MARKET 


Maids in the South have become 
independent, high priced and prac- 
tically impossible to get. For the 
first time thousands of Southern 
housewives are doing their own work 
—and not liking it. They want new 
labor-saving appliances and have the 
money to pay for them. 


ELECTRICAL SOUTH, with 
11,000 copies monthly, reaches the 
important distributors and _ dealers 
throughout the 17 Southern and 
Southwestern States. Be sure your 
schedule includes ELECTRICAL 
SOUTH — your only adequate cov- 
erage of this booming market. 


WRG SMITH Publishing Co’ 


“GRANT BUILDING + ATLANTA 3, GA. 


working hard to make NPA more 
representative of all branches of 
periodical publishing. 

* ok m 


Almost as surprising as the 
fact that at one time a cake of 
Ivory soap actually sank, is the 
rumor passing among competitive 
soap makers which holds that 
Ivory is really only about 80% 
pure instead of the much vaunted 
“99 44/100% pure.” While it’s 
conceded that Ivory is still one of 
the leaders in purity, the con- 
sensus is that to stretch available 
materials, all soaps, including 


Ivory, were diluted and to that 
extent “impurified” during the 
war. In fact, one maker is said 
to be getting by with only about 
6% actual soap. 


8 aR * 


The committee to design pack- 
age-pricing of the Super Market 
Institute and the National Associa- 
tion of Food Chains is advocating 
a white circle 142” in diameter, or 
a white rectangle 1” x 1%”, on all 
packages, so that self-service food 
stores can price products legibly. 
And they’d like the goods packed 
so that the white space is at the 
top of the carton, permitting price 
marking without removing the in- 
dividual packages. A leaflet sum- 
marizing their suggestions is avail- 
able from either association. 


A . 

Hit Parade’ Moves Gets Hotel Account 
Beginning Nov. 30, the “Hit| Bellevue-Stratford Hotel, Phila- 

Parade” broadcasts will originate | delphia, has named Abner J. Ge- 

from the CBS Vine Street Theater | lula & Associates, Philadelphia, to 

in Hollywood. handle its advertising. 


EXPORT 
"TRADE IN WORLD MARKETS"' 


We have direct contacts with leading BUYERS throughout the world for all 
types of products and services for manufacturers, Jobbers and Exporters in every 


industry. 
SHIPPERS — FORWARDERS — BANKS 


OUR THREE BIG GUIDES BRING RESULTS 


THE LATIN AMERICAN BUYERS GUIDE 
Printed in Spanish a Sa to Latin America 


INTERN’L EXPORTER BUYERS GUIDE — INTERN’L EXPORTER INDUSTRIAL GUIDE 
Mailed to other World Markets 


LET US MAKE YOUR CONTACTS NOW! 
To Develop Export Business 


Over 1000 Advertisers 
WRITE FOR FURTHER DETAILS 
LATIN AMERICAN BUYERS GUIDE CO. 
1261 Broadway, New York 1, N. Y. USA 


Murray Serman 
Managing Director 


“The Sun approaches the news 


forcefully and directly” 


PLACEMENT SPECIALISTS . . . Close contact with business conditions and trends is an essential part of 


their operation. And essential to their keeping well informed is complete, accurate news coverage and com- 


ment. For this they turn to The Sun, further corroborating the findings of the L. M. Clark organization's 


independent research which rates The Sun “one of America's best read metropolitan dailies." 


WALTER A. LOWEN, Placement Speciclist 
Walter Lowen Placement Agency . 


“The, Sun is an outstanding newspa- 
er, authoritative and widely accepted. 

e recognize it as a leading afternoon 
newspaper. I find its feature column- 
ists lively and of special interest to 
those who follow the arts — music, 
theatre, books, the ballet and opera.’ 


MAUDE LENNOX, Owner 
Maude Lennox Personnel Service 


“I particularly enjoy The Sun’s com- 

lete coverage of news and I find_your 
ee bi articles of unusual interest. 
Your financial page gives me an un- 
biased viewpoint of business condi-- 
tions which is very helpful for the 
operation of my business.” 


PETER A. RISKO, Owner © 


Provident Employment Service 


“The Sun has the faculty for report- 
ing the news as it occurs and this 
acumen as well as its other features 
and its American editorials.make it 
a valuable newspaper. The classified 
page is very helpful in attracting seri- 
ous minded applicants for the varied 
positions that we are trying to fill for 
our clientele.” 


The sektabin Sun 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los 
Angeles by Williams, Lawrence & Cresmer Company; in 


Boston, Tilton S. Bell. 


SY 


ELISE HAMILTON, President 


Hamilton Employment Service 


“I like The Sun because it avoids sen- 
sationalism and because it approaches 
the news forcefully and directly, I en- 
joy your editorial page as well as your 
columnists. Hi Phillips is one of my 
favorites and Sokolsky is always in- 
teresting to business women.” 


THE SUN COUNTS WHERE OPINION 


2 : aes ; 4 oe ; aes eee Ee Be ag Ate Ht sai) rei Pere ane ce nee Pee we Ret oat eee Boe ee cee ee 
oie Re ie a a ails ee ae eet et ae Ue seamen re eee gees aS ee Le NSO cl -ccaiteeagh ME ie oul eee: 
Advertising Age, November 18, 1946 73 ae 
mad = ef Db poe. L/ f oS 
pe a ea oe ye ee eS y 61 ft» A & 4 fi A A? Fee eo 
Se eee | 
> oa 
| 
| , 
| 
| 
| 
| 
} 
| ! 
| 
SS 
ee 
| ane 
- | ee ) 
1 
! ms 
* 
oe 
ne om, 
| 
| | i 
~ ; 
fg. | | 
en | 
he =p. 
- ee —_— 
} 2 eee 
ly ee | 
2 | 
as Pd nas 
is- | ae 
ni- ; oe i- ae 
1C., 4 oe a * % . 4 ~ br essemne lt 
ial 3 : Zi os Bees 
> aniiiigaieaaiiidainpalicdaspetdidpisanas . | : —— 
/’ re 
By hh ‘ Tren sao : 
{ f | 4 : 
LIN Wh 7 Pee 
: i : é 
.. | . Bac 
ON Sh | Ses 
. ORAS Ma Mnf ™ ; aoe 
vaya yy ii : ce ‘ ae 
a ™ ce 
eeretatareea \ fi | 4 . sf 4 a 
~ RPI | (AL | q eg ae ’ 
” ; = ies X. 
‘qr & : a4 
| | : NL. = ak. 
- —_ es Se = os 
. ‘im “i a 
: a F : a a ze 
. =a a 
| a sage 
: 22a 
| BEE osha. 
| P| 
| 
ABC 
' we _ . _ a COUNTS 
f] rf iy eae r ag = ee Sa Ss eae oe ee 2 eee. Sa * B 
r } fat ~ en | ‘ 4 
i 4 
; 


nt 


74 
Tremain Joins Mt. Royal 


Kenneth H. Tremain, for six 
years with the Canadian Army, 
has been appointed manager of 
Mount Royal Importers, Inc., a 
subsidiary of National Breweries 
Ltd., Montreal, which markets 
Black Horse ale. He will make 
his headquarters in New York. 


°976,859 Weekly Industriel Poyroll 


The JOURNAL-TIMES 


RACINE, WISCONSIN 


THE ALLEN KLAPP CO. REPRESENTATIVES 


Willier Organizes Own 
Public Relations Firm 


Robert A. Willier, former ad- 
vertising agent of the Wabash 
Railroad, and a lieutenant colonel 
in the Army Service Forces during 
the war, has established his own 
public relations organization, Rob- 
ert A. Willier & Associates, in the 
Railway Exchange building, St. 
Louis. One of his associates is his 
wife, Marian K. Willier, former 
associate editor of Modern Indus- 
try. 

The company has been ap- 
pointed to handle all public rela- 
tions activities of the Aviation 
— of Metropolitan St. Louis, 
ne. 


Promotes S. S. America 


Newport News Shipbuilding & 
Dry Dock Company, Newport 
News, Va., used 1,500 line copy in 
New York and Washington news- 
papers announcing the delivery of 
the S. S. America to the United 
States Lines. This is the first time 
this shipbuilding company has 
used display advertising. J. Walter 
Thompson Company, New York, 
is the agency. 


Promotes Baking Method 


Russell-Miller Milling Company, 
Minneapolis, has launched a cam- 
paign for Occident flour, featuring 
a new development in home bak- 
ing, called “Speedie Method,” 
which is said to cut the usual 
bread-making time in half. A 
booklet containing recipes has 
been inserted in all sacks of Occi- 
dent, and a four-page folder is be- 
ing offered through coupons in ads. 
Campbell - Mithun, Minneapolis 
and Chicago, handles the account. 


To O.S. Tyson & Co. 


Mechanical Products Company, 
New York, manufacturer of dry 
cleaning equipment, has placed its 
advertising with O. S. Tyson & Co., 
New York. Publication advertis- 
ing, direct mail, merchandising 
helps and exhibits are planned. 


Cherry Joins Paraffine 

Fred Cherry, formerly account 
executive of Chas. R. Stuart Ad- 
vertising, San Francisco, on the 
Bank of America account, has been 
appointed sales promotion man- 
ager of the Paraffine Companies, 
San Francisco. 


IN some markets, you might have to 


stick a pin blindly at a list to pick a me- 


dium for your advertising. 


But not in San Francisco. Here, for more 


than fifty years, The Examiner has been 


far out in front of the field in every way. 


NATIONALLY REPRESENTED BY THE HEARST ADVERTISING SERVICE 


Jack Yarmove, public relations exec. with Y&R in New York, 
is publicizing the birth of a daughter, Jill Robin, who arrived 
Oct. 25 at Mt. Vernon Hospital, Mt. Vernon, N. Y. The Yarmoves 


also ‘have a son. . . On Oct. 30, a daughter, Mary Louise, was born 
at Harkness Pavilion, Columbia-Presbyterian Medical Center, New 
York, to Thomas Wheeler Dewart, pres. & publisher of the Sun and 
Mrs. Dewart. .. 

ABC Pres. Edward J. Noble has accepted the general chairman- 
ship of the Salvation Army’s drive for $1,000,000 in the Greater 
New York area, commencing Jan. 7 and running through February. 
The fund will be used to maintain the organization’s 60 welfare 
institutions in the five boroughs. . . Also welfare-minded is Ernest 
de la Ossa, personnel director of NBC, who has accepted the chair- 
manship of the radio broadcasting div. for the Greater New York 
Councils of Boy Scouts of America... 

Colleagues of William Schink, media director of the G. M. Bas- 
ford agency in New York, recently marked his 25th anniversary 
with the company at a luncheon at which he was presented with 
a plaque and a motion picture camera. .. And a Newark agency, 
United Advertising Corp., celebrated dual milestones in the life of 
its pres., Leonard Dreyfuss (birthday and 25 years as pres.) with 
a dinner and gift at Hotel Suburban, East Orange, N. J., Oct. 30... 


ICE CREAM & CAKE—Celebrating the first birthday of Klitten & Thomas, 

Advertising, Los Angeles, are, left to right: K. Neuhausel, N. Ravenscroft, E. 

Holley, Martin R. Klitten, Keith N. Thomas, J. Ravenscroft, J. Ramsey, S. Kweller, 
A. Busch, R. Rentz and R. Mobely. 


Julian M. Snyder, account exec in the New York office of Erwin, 
Wasey & Co., recently sent a carton of cigarets to a friend, M. A. 
Verwoort of Philips Radio Corp., Eindhoven, Holland, where fags 
are selling at about $3 a package black market. A couple of weeks 
ago Mr. Verwoort replied, “Hear you have shortages, too, such as 
sugar. It is rationed here but recently supplies have been a little 
more liberal. So we are in the happy position to help ‘our rich 
uncle in America’ by sending him 3 kg (about 6% pounds) of 
samen’... 

Dr. W. R. G. Baker, G-E v.p. in charge of electronics, succeeds 
Frederick B. Llewellyn of Bell Telephone Labs after the first of 
the year as pres. of the Institute of Radio Engineers. . . Mary Alice 
Burgess of Chatham, N. J., Wellesley graduate of last year, when 
she received the Woodrow Wilson prize in modern politics, has an- 
nounced her engagement to Purnell Handy Benson, son of former 4 
A’s pres., John Benson. The couple are engaged in educational work 
in international affairs with the American Friends Service Com- 
mittee in Philly. .. 

Ten winners of the first Lasker awards of the American Public 
Health Ass’n for advances in medical resedrch were honored Nov. 
12 at the 74th annual meeting of the association in Cleveland. 
Awards were made possible by grants from a foundation established 


IN THE BAG—Successful baggers of their full limit of pheasants during a day 

in Wolsey, S. D., are, left to right: W. H. Fawcett, Jr., president of Fawcett 

Publications; Petty Girl Artist George Petty; Roscoe Fawcett, circulation di- 

rector; Ed Johnson, General Foods vice-president, and Gordon Fawcett, treas- 
urer of Fawcett Publications. 


in 1943 by Albert D. Lasker, long-time head of Lord & Thomas 
(now Foote, Cone & Belding), and Mrs. Lasker. .. Don Francisco, 
JWT vice-pres., was best man at the wedding Nov. 2 of Kennett 
Webb Hinks, also v.p. at JWT, and Elizabeth Porter Dial, Long 
Beach, Cal. The bride is a cousin of Mrs. Francisco, who was an 
attendant at the ceremony in New York... 

A chance argument two years ago on the varying tastes between 
men and women led to the recent publication of “How Good is 
Your Taste,” written by Sanford E. Gerard, a member of the art 
dep’t of Lennen & Mitchell, New York. Doubleday & Co. is the 
publisher. .. In the spotlight is NAB Pres. Justin Miller, who was 
awarded an honorary degree of Doctor of Laws by Franklin and 
Marshall College on Nov. 1, and on the same day became chairman 
of the national radio div. of the March of Dimes campaign for 
1947... 
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American Lady 
Plans Largest 


Corsetry Drive 


Formfit Offers 
Stores ‘Balanced 
Buying Plan’ 


Detroitr—American Lady Corset 
Company, embarking next month 
on the biggest advertising drive in 
its history, anticipates a sharp 
boost in dealer selling efforts and 
customer satisfaction. It has 
adopted a manufacturing policy 
intended to eliminate alterations 
which are costly to dealers and in- 
convenient for buyers. 

This new policy, to be stressed 
in all types of media, was an- 
nounced at the firm’s first post- 
war sales convention here recently 
by N. D. Furnad, general sales 
manager. The company plans to 
use assembly line production for 
the first time in history of the in- 
dustry, and will play up the cul- 
mination of years of research on 
thousands of figures to classify 
foundation garments according to 
size in relation to population per- 
centages. ' 


Can Determine Needs 


For the first time, resuits of the 
research will be extended to mak- 
ing and selling forthcoming corset 
models according to racial, eco- 
nomic and geographic factors. For 
instance, under the formula de- 
rived from the study, retail outlets 
in a low-income industrial area 
would be advised against buying 
a percentage of garments incon- 
sistent with the price and size sta- 
tistics now known to be best for 
that particular area. 

Business paper advertising will 
emphasize the profit possibilities 
for retail shops in reduced alter- 
ation costs, while general news- 
paper and magazine copy will ap- 
peal to the feminine desire for a 
garment made specifically to the 
needs of the customer’s stature, 
Mr. Furnad said. 


Record Campaign Planned 


The 60-year-old firm has set its 
advertising budget at a record 
mark and will expand it as ma- 
terial shortages cease holding back 
output, he added. Scheduled thus 


MIDRIFF - MOLDING —This is one of 

the ads American Lady Corset Co., De- 

troit, will use to build sales of one of 

its one-piece foundations. The new 

trademark, Vicki, a, at the lower 
left. 


far are 250-line ads in newspaper 
roto sections wherever possible 
and full pages in Charm, Glamour, 
Harper’s Bazaar, Mademoiselle, 
Seventeen, Vogue and three trade 
publications serving the field. 

One of the most important fea- 
tures of American Lady’s postwar 
promotion is its plan to cope with 
problems arising from the high 
turnover of sales people in stores. 
Total average change in large de- 
partment stores, especially, is 
around 100%, according to Harold 
F. Baker, advertising manager. 
The company will soon announce 
establishment of a permanent vis- 
ual program for retail outlets to 
train new sales personnel, in ad- 
dition to further expansion of its 
prewar educational staff and older 
training methods. 

A special ad campaign will be 
devoted to the new method of 
measuring figures on which the 
firm was recently granted a basic 
patent. To be introduced in all 
stores, it is said to eliminate guess- 
work and further computations in 
obtaining the correct size for cor- 


NEYE* CATCHERS have improved 
our ads 100 per cent." 2"? 5. 


Feet + geri photos... 
100 new ones each month 
. a fist full of reader appeal. 


IDEAS .. . for problem solving 
... or, to adapt ... or, to in- 
spire nimble brains. 


SUITABLE for all lines business 

. . all kinds merchandise .. . all 
manner of readers ... all typo- 
graphical techniques. 


SUBSCRIPTION plan... 
brings you top notch photos... 
existing situations . . . national 
mag. models . . . lightning deliv- 
ery ... at unheard-of savings. 


NEW monthly issue... 
today! 


out 


Fea ee eee ee eS 


' FREE! ...mail this now! ! 
g EVEXCATCHERS, nc. 10 E. 38th St, W. Y. 16 


Please send FREE proofbook referred to in ad. 
No obligations. : 


Fes et me ee eee eh 


set buyers. This measure will be 
highlighted, along with the new 
trademark, Vicki, a _ sculptored 
version of the female torso. 

Dundes & Frank, New York, is 
the agency. 


FORMFIT PUSHES NEW 
‘BALANCED BUYING’ 

Cuicaco—The Formfit Company 
plans to distribute, in bulletin 
form, a “Balanced Buying Plan” 
designed to help buyers in pur- 
chasing corsetry for an abnormal 
period it believes has already 
started. 

Retailers’ corset departments, ac- 
cording to W. H. Lowy, vice-presi- 
dent, are in the critical period be- 
tween short and full supply. 
Greater supplies of merchandise 
are beginning to reach the mar- 
ket, but not with any degree of 
orderliness. 


Serves As Automatic Check 


Formfit, assisted by Russell W. 
Allen Company, New York re- 
search engineer, devised the bal- 
anced buying plan after making 


a study of the corset item needs 
of clientele of the average store. 
It has as its base the proportionate 
stock distribution of the four 
major corset items — brassieres, 
girdles, corsets and foundations. 
Charts and work sheets show how 
to use each of three methods in 
employing the plan. 

The plan, said Mr. Lowy, should 
serve as an automatic check to 
over-buying, should keep a de- 
partment “open to buy” needed 
merchandise as available, and pre- 
vent certain types of merchandise 
from becoming slow moving as 
new goods reach the market. 


Adopts New Ad Policy 


Interchemical Corporation, New 
York, has decentralized its adver- 
tising activities to make them di- 
visional responsibilities instead of 
clearing them through a central- 
ized promotion department. George 
Welp, director of advertising and 
sales promotion of the corpora- 
tion, heads sales promotion and 
advertising of the two largest divi- 
sions, International Printing Ink 
and Finishes, working with the 
executive heads of these divisions. 


an 


NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 
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New 24-Page Type 
Catalog FREE! 


NEW YORK &8O0STON 


WATIOWAL REPRESENTATIVE 


WEED & COMPANY 


DETROIT 


THE BEST RADIO BUY IN TEXAS 


Jwo for One Price 
WRR-Dallas « KFJZ Fort Worth 


One ax—two whacks . .. and these birds are on their way 
to becoming a first-class Thanksgiving Dinner . . . 


Radio coverage of the billion dollar Dallas-Fort Worth 
markets can be garnered in much the same way: WRR and 
KFJZ ... two 5000 watt stations for one price... and you 
have the Best Radio Buy in Texas. 


Yes Sir, this double helping of WRR and KFJZ is available 
at simultaneous or separate hours ... for one price. Check 
the coverage and listener-loyalty of the WRR-KFJZ audi- 
ence, and serve yourself a double portion of real sales 
power. 


WRR 
DALLAS 


CHICAGO ATLANTA 


(- SEsT RADIO 4) 
C. * 
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SAN FRANCISCO HOLL 
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A Minister Puts Finger 
on Misquotation in Ad 


To the Editor: 
issue of AA, the “Creative Man’s 
Corner” plugs Sam Goldwyn’s 
advertisement of The Best Years 
of Our Life, a motion picture, 
characterizing the simulated news 
story copy as “fresh and enter- 


taining.” Quite so—I agree, to a 
point. 
However, Mr. Creative Man 


omitted the lead sentence and its 
following paragraph, beginning 
well on into the “story” for his 
illustrative quotation. In over- 
looking this, he overlooked some 
rather stupid blunders. Let me 
quote from the ad as it appeared 
in the Oct. 28 issue of Time: 


“‘In the beginning was the 
word.’ 


This department is a reader’s forum. Letters are welcome. 


In the Oct. 28 


“The wisdom of these six of letters having a symbolic or 
words from the Old Testa- ‘representative meaning, a generic 
ment* is respected by veter- ’ 
an movie-maker Samuel Gold- term, but, rather, is used in the 


Scriptures to refer specifically to 
‘the Incarnation of Jesus Christ, 
'a fundamental Christian teaching. 
The copy goes on to read: 
“In a career that all but spans 


wren..." 


*Genesis. 

I guess we all have heard those | 
tales of how Sam Goldwyn twists | 
and garbles the English language,|the entire life of his industry, 
so maybe this lead is to be ex-|astute Producer Goldwyn has 
pected. Even so— _established a noteworthy record 

(1) “In the beginning was the|for wisely choosing words for 
word” does NOT appear in Gene- | translation to the screens of the 
sis in the Old Testament, but in world for the enjoyment and edu- 
the Gospel according to St. John | cation of its people.” 
in the New Testament. (Two, Could be! 
errors on Bro. Goldwyn.) But, then again, maybe that ex- 

(2) “Word” should be cap-| plains why so many great works 
italized, not lower-case and so/of literature reach the screen in 
appears in the Authorized Version | such a garbled condition, when 
of the Bible. | producers casually lift a word, or 

(3) “Word” is not used in this phrase, or sentence out of its con- 
sense to represent a combination text and violate its basic meaning. 


following groups: 


{ 
{ 
{ 
' 


Over 87.199. 10.8%, eee $5.000-87.,199, 13.9% ece 83.000- 
$1,999. 39.6% ... $2,.000-82.999, 23.3% ... 


These figures give sharp and emphatic meaning to the term SELECTED 
MASS CIRCULATION. And it is the selected mass circulation of the 
Daily News which gives the advertiser a ready advantage in his market- 
ing plans in the Chicago sales area. By using the Daily News—just this 
one single newspaper—the advertiser can reach a rich and concentrated 
pool of spendable dollars. Experience has proven, over and over again, 
that only by using the Chicago Daily News can MAXIMUM returns be 
expected from this important Midwest community! 


FOR 70 YEARS CHICAGO'S HOME NEWSPAPER 


. DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO s 
LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaza 


If Mr. Goldwyn were to read fur- 
ther in his Bible from which he 
took these six words of wisdom, 
he’d read: 

“In the beginning was the 
Word, and the Word was with 
God, and the Word was God. 
The same was in the begin- 
ning with God. All things 
. were made by him; and with- 
out him was not any thing 
made that was made. In him 
was life; and the life was the 
light of men. And the light 
shineth in darkness; and the 
darkness comprehended it not. 

‘ . And the Word was made 
flesh, and dwelt among us, 
(and we beheld his glory, the 
glory as of the only begotten 
of the Father), full of grace 
and truth.” 
—John 1: 1—5; 14. 
Let me make it perfectly clear 
that my criticism is not based on 
any religious, doctrinal, or theo- 
logical grounds—after all, you’re 
not concerned with them. Yet may 
I be permitted the small observa- 
tion that if Mr. Sam Goldwyn— 
and Mr. Creative Man—knew 
what they were talking about 
when they had a Bible reference, 
they (especially Mr. Goldwyn) 
would hardly make such ridicu- 
lous blunders. 


egigrt-: 


IN CHICAGO—SELL IT IN THE HOM E 


Through the 


y, ieee Mies ACUATN 


of a Single Pre-Eminent Newspaper 


The Chicago Daily News is far from being an incidental detail in the 
home life of its readers. It is part — an essential part — of their family 
living. Every week-day evening there is a home welcome for the Daily 
News. It is expected, it is wanted, as good companion and counsellor. 
And what kind of homes are those which have chosen the Daily News 
as their preferred evening newspaper? A recent independent survey* 
gives us the answer in terms of family incomes as distributed into the 


Below 82.000, 12.1%. 


“Conducted exclusively among reg- 
ular readers of the Chicago Daily 
News, representing a valid cross- 
section, house-to-house sampling 


JOHN S. KNIGHT, Publisher 


DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 


Although I do not suspect that 
the mistake was deliberately in- 
tended to offend, it was in about 
|the same degree of good taste we 
"would find if a burlesque queen 
were to use the chancel of a 
_cathedral in which to display her 
| ort,” 
| (REv.) WILLIAM M. HuNTER, 
| First Presbyterian Church, 
| Tunkhannock, Pa. 
| PS—If Mr. Goldwyn will con- 
sult his Torah, he will find in 
Genesis these words: “In the be- 


Advertising Age, November 18, 1946 


hull are huge refrigerated holds, 
constructed especially to bring ba- 
nanas from tropical middle Amer- 
ica to United States ports in prime 
condition.” Ad-libbing, on Page 
12, has something to say—and no 
quibbling—about proper shipment 
of bananas.] 
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Argus Takes a Beating 
To the Editor: Ugh! You too? 
That’s what we said when we 
laid eyes (rationed two to a per- 
son) on this monstrosity. Con- 
sensus of opinion around this place 


’ 


ete Mees ckbee <2 


was that this artwork hits a new 
high in repulsiveness. 

Maybe we’re wrong. Could be. 
Or it could be that the reader 
needs trifocals to take this kind 
of stuff. 

(Incidentally, what the hell are 
trifocals? I didn’t have the nerve 


ginning, God created the heavens 
and the earth.” 
(Goldwyn, I mean!) 

W. M. H. 


** © 


Page Chiquita! 

To the Editor: The attached 

advertisement provokes the fol-| 

lowing: 

Tell us true, United Fruit! 

Doesn’t “El Limon” refute 

Sweet Chiquita’s sage advice: 

“Nevva put banan’ on ice!” 
ARNOLD C. ASLAKSON, 


ships in its “Great White Fleet,” 
which says: ‘Concealed 


What a schlemiel! | 


Campbell-Mithun, Inc., Chi- 
cago. 
[Editor’s Note: Mr. Aslakson | 


refers to an American Fruit Com- | 
pany ad, dealing with one of the) 


in her | 


to read the copy.) 
JOE KENNEY, 
Allis- Chalmers Mfg. Com- 
pany, Milwaukee. 


| 7, * 


Wants No ‘Nope’ 
| To the Editor: The Creative 
/Man’s comments on automobile 
ads (AA, Sept. 30) are fine as far 
‘as they go—but a cabbage to Nash 
for their 24-sheet poster head- 
‘lined “Nope, I’m waiting for a 
'Nash.” How am I going to teach 
my six-year-old son grammar? 
“No thank you” is a bit too Vic- 
torian but “No thanks” wouldn’t 
have spoiled the ad—and would 
make life easier for me. 

Davip C. Cory, 
| Englewood, N. J. 


Great Big Man in the South 
The GOLDEN Beit Farmer 


NY WAY YOU 
A GREAT 


LOOK AT IT — 
MARKET! 


1945 Farm 


50% of North 


Income... 


$494,519,000.00 


Carolina Total! 


* 


The Raleigh News and Observer is the ONLY Morning and 
Sunday Daily published in the entire “Golden Belt” region. 
All-time high ABC circulation, 90,000 PLUS. 


_ MORNING and SUNDAY 
Raleigh, North Carolina 
Represented by THE BRANHAM COMPANY 


Ad 
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College Girls Own 
9 Sweaters Each, 
Survey Indicates 


Students Buy Annually 
50,000,000 Records, 
36,000,000 Films 


NEw YorK—The average student 
travels 226 miles to college and 
takes 6.6 trips home during the 
college year; owns (male) 20 pairs 
of socks, four pairs of shoes, 13 
shirts and three suits, and among 
other things has (female) nine 
sweaters and nine pairs of shoes. 

These are some of the findings 
in Part I of the 1946 College Mar- 
ket Survey of National Advertis- 
ing Service, New York, based on 
interviews by Barnard & Co. with 
2,902 students in 51 large and 
small colleges in 26 states, repre- 
senting the record U. S. college 
population of 2,500,000. 

Part II, to be issued shortly, 
will deal with brand preferences, 
frequency of purchase and price 
levels, and Part III with reading 
and listening habits. 


Year’s Schooling $1,162 


The average cost of a year at 
college, it was shown, is $1,162, 
of which $453 is spent at retail 
during the nine months of the 
college year. Assuming that this 
rate is maintained the remaining 
three months, the report says, an- 
nual retail sales of the college 
market “come to $1,613,000,000 or 
more than half the retail sales of 
Chicago.” 

Thirty-seven per cent of the 
students were found to plan a trip 
abroad, and 20% own cars. Col- 
lege students own 1,500,000 tennis 
racquets, and buy annually 36,- 
700,000 rolls of photographic film 
and 50,300,000 phonograph rec- 
ords. 

Age of the students interviewed 
ranged from 16 to “over 25,” with 
an average of 20%. Of the total 


61.4% were men and 38.6% 
women; 93.1% single and 6.9% 
married; 42.7% veterans and 


57.3% non-veterans. 


Higher Than U. S. Average 


The annual average student re- 
tail buying “rate” of $645.20 was 
shown to be 27% higher than the 
U. S. average of $507.64, as esti- 
mated by Sales Management. 

The 2,983 miles traveled on the 
average by students’ between 
home and college during the col- 
lege year is done _ primarily 
(52.4%) by train; 40.7% by car; 
20.4% by bus and 5.9% by plane 
—some using more than one means 
of travel. 

Of the 19.7% of the students 
who own cars, 27.4% have Fords, 
14.5% Chevrolets and 10.6% 
Buicks. The average car is more 
than seven years old, and 63% of 
all students expect to buy a new 
car—nearly half of this number 
in 1947. Although 9.3% expect to 
buy a plane, 1.1% are undecided. 


Many Own Cameras 


Two-thirds of the students own 
cameras and more than one-third 
own phonographs; 62.4% smoke 
regularly, averaging 16 cigarets a 
day; 34.3% of the men smoke 
pipes regularly, and an additional 
22.4% own pipes but don’t use 
them regularly. Three-fifths eat 
cereal breakfasts. More than 90% 
of the women use lipstick, cologne, 
deodorants, dentifrices and sham- 
poos. Two-thirds of the men use 
face powder, 82.5% hair tonic and 
63.1% deodorants. 

Four-fifths (78.2%) of the col- 
lege students carry life insurance, 
the average amount of their poli- 
cies being $6,342, and 29.3% ex- 
pect to buy life insurance in the 


next five years. The average stu- 
dent thought that 5.8% of a per- 
son’s income should be invested 
in life insurance. 

In addition to textbooks, 79.4% 
of the students read books—the 
average being 5.6 books a year. 
More than half of the students 
(56.5%) own typewriters, 97.4% 
fountain pens and 92.1% watches. 


Promotes Croft Lily 


American Bulb Growers of Cali- 
fornia is using home and garden 
magazines, farm and trade pub- 
lications and direct mail through 
James A. Richardson Advertising, 
San Francisco, to promote the new 
Croft Easter lily. Ads feature the 
company’s ‘“Del-Croft” premium 
stock. 


Adds Battery Recorder 

Station WJR, Detroit, has added 
a portable battery wire recorder 
to its equipment for use in han- 
dling special events where no elec- 
tricity is available. The installa- 
tion is a pilot model of instruments 
soon to be placed on the market 
by Wirecorder Corporation, De- 
troit. 


KMBC Publishes 
Shurick's History 
of Broadcasting 


Kansas City, Mo. — Station 
KMBC’s tribute to the radio in- 
dustry, “The First Quarter-Cen- 
tury of Broadcasting,’ has been 
published here by Midland Pub- 
lishing Company. The 371 - page 
book, written by E. P. J. Shurick, 
the station’s director of advertis- 
ing and promotion, sells for $2 to 
broadcasters. 

The book describes more than 
1,000 “firsts” in broadcasting, 
compiled by Mr. Shurick during 
the past two years. Contribution 
of facts for the volume were sent 
to Mr. Shurick by more than 300 
stations and networks. 

Largely a chronological listing 
of developments in the field, the 
book describes inventions and in- 
novations leading toward modern 
broadcasting operations, music 
broadcasts, special programs, news 
reporting, the woman’s role in the 


medium, advertising’s place in 
broadcasting, coming develop- 
ments, etc. 

KMBC’s 1945 advertising cam- 
paign in trade publications, which 
was devoted to specific radio sta- 
tion and network accomplishments 
in the first 25 years of the indus- 
try’s history, led to Mr. Shurick’s 
preparation of the material in 
book form. 


Distribution Institute 
Names Melville Chairman 


Ward Melville of Melville Shoe 
Corporation, president of the In- 
stitute of Distribution since 1942, 
was elected chairman of the board 
of the institute at a recent annual 
meeting in New York. 

John G. Byler of W. T. Grant 
Company has been elected presi- 
dent; E. C. Mauchly, F. W. Wool- 
worth Company, Nate S. Shapero, 
Cunningham Drug Stores, and 
Graham Magee, Lerner’ Stores 
Corporation, vice-presidents; Ar- 
thur C. Melervey, McLellan Stores 


Company, secretary, and J. L. 
Freed, L. Green Company, 
treasurer. 


Haase to Direct 
Jewelry Council 


Alfred E. Haase, for two years 
with the Institute of Public Rela- 
tions, has been appointed execu- 
tive director of the Jewelry In- 
dustry Council, New York, a 
newly created organization repre- 
senting all branches of the indus- 
try. While with the institute, Mr. 
Haase directed over-all research 
work on which the new council 
will base a nationwide and in- 
dustry-wide sales promotion pro- 
gram, 

He was previously associate 
editor of Printers’ Ink and man- 
aging director of the Association 
of National Advertisers. 


Appoints Norman Dratfin 


Norman F. Draffin has joined 
Bookbinding & Book Production, 
New York, as advertising man- 
ager. Mr. Draffin, before his serv- 
ice in the U. S. Navy Seabees, was 
sales promotion manager and di- 
rector of the Advertisers’ Research 
Bureau for the Sigmund Ullman 
Company division of General 
Printing Ink Corporation, New 
York. 
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@ When you buy space on a Diamond Match Book, it’s 
like posting a KEEP OUT sign for all other advertisers, all 
distracting influences too. There is only one advertiser's 
message on a Diamond Match Book—no other ads, no 
news, no editorial matter to steal your prospect’s attention 


from your ad, 


And your message is presented in this exclusive fashion 
repeatedly. Twenty matches in each Diamond Match Book 
mean twenty opportunities to see each advertising mes- 
sage. What other medium can present your message so 


repeatedly and so exclusively? 

Diamond Book Matches are personal too. They 
are constantly carried in pocket or purse, 
and this personal relationship adds power to 


your selling message. 


Flexibility adds power too. Diamond Book 


DIAMOND BOOK MATCHES—The Pocket-Sized Answer . . . 


seaeconngpanenacepeccenescsmuae yinsuster 


...QU but ONE 


Matches go where you want them, when you want them, 


in quantities selected by you. 


Thus they can be used to even out your national media 
coverage, fill in weak spots, add strength where strength 


is needed. 


All these are reasons why Diamond Book Matches have 
outpulled other and better known media, on a cost basis, 


in actual tests. 


Why not let us plan a test for your product or service? 
At the same time we can give you valuable information 
about Diamond Book Match advertising which 
will be helpful to you. You will benefit by know- 
ing the facts about Diamond Book Matches, the 
flexible, balancing medium that brings results. 
Just fill out the coupon below and mail 


it today. 


Ct ae Se 6 6 e be SS 


To: Diamond Match Co., Dept. A-12 
318 S. Michigan Ave., Chicago 4, Ill. 


| would like more information about Diamond Book Match Advertising. 
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ous 
Adame Ahe 
Armed Forces 


L. A. Patrick (Army) has re- 
joined the G. M. Basford Com- 
pany, New York advertising 
agency, as an account executive. 

Edward B. MacDonald (Army) 
has joined Hearst Advertising 
service, New York as research di- 
rector. 

Robert H. Thompson Jr. (Navy) 
has been appointed advertising di- 
rector of Kierulff & Co., Los An- 
geles wholesale radio distributor. 

W. E. Connelly (Navy) has 
joined Brooke, Smith, French & 
Dorrance, Detroit, as a member of 
the art department. 

Robert C. Wilson Jr. (Army) 
has rejoined the sales staff of 
The American Weekly, New York. 

William P. Lester (Army) has 
joined Steller-Millar-Ebberts, Los 
Angeles agency, as account ex- 
ecutive. 

Wendell O’Neal has rejoined 
Beaumont & Hohman, as director 
of research in the agency’s Chi- 


cago office. 

_ Jack M. Lockie (Navy) has 
| joined Joseph R. Gerber Company, 
Portland, Ore., agency as produc- 
tion manager. 

Juel J. Roth (Army) has been 
named production manager of 
Lieber Advertising Company, Chi- 
cago. 

Ben G. Wright (AAF) has been 
appointed director of public rela- 
tions for American Overseas Air- 
lines at its New York office. 

Frederick Whitehead (Army) 
has joined the production staff of 
Fuller & Smith & Ross, New York. 

Norman F, Best (RAF) has been 
named director of media and re- 
search for the Seattle office of 
Erwin, Wasey & Co. 


Outdoor Ad Volume 
Rises 25% Over 1945 


National outdoor advertising 
volume is up 24.9% for the 10 
months through October over the 
same period of 1945, according 
to a breakdown by Outdoor Ad- 
vertising Incorporated. The an- 
nouncement by Kerwin H. Fulton, 
OAI president, marks the first 
time sales figures have been offi- 
cially released by OAI. 


ee 
a yesterday, somewhere between Sunrise and 
Sunset, two golden hours, each set with sixty diamond 


minutes. No reward is offered, for they are gone forever.’” 


—HORACE MANN. 


The Shipping Department is capably staffed, well 
equipped and wisely supervised. It is supplemented 
by an Express Company representative assigned 
to our plant, who provides quick routing and early 
dispatch of all express items. * Plate and mat 
shipments are amply protected against damage by 
the generous use of the best wrapping and boxing 


The efficient performance of our Shipping Depart- 
ment is typical of the many capable services 
extended by P & A. * Here many safeguards 
insure against the hazards of damage and delay. 


materials, while postage meters, package tying 
machines and other equipment are employed to 
speed operations. * The moral? If it is important 
to produce well, it is equally important to ship well. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 
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Roden and Thomas Eead 
Advertising Awards 


H. W. Roden, president of 
American Home Foods, Inc., has 
been appointed chairman of the 
administrative board and Harold 
B. Thomas, vice-president of Ped- 
lar & Ryan, chairman of the jury 
for the 1946 annual advertising 
awards sponsored by Advertising 
& Selling. 

For the first time an award will 


be made to the individual or or-. 


ganization “contributing most to 


the development and advancement 
of television as a new service to 
the public and as a medium of 
advertising.” 


4 Lb ped a 
Smilin’ Ed’ Extended 

The “Smilin? Ed McConnell and 
his Buster Brown Gang” program, 
sponsored by the Brown. Shoe 
Company on 64 NBC stations Sat- 
urdays, 10:30-11 a.m., CST, will 
be extended to the full NBC net- 
work, effective Dec. 7. Leo Bur- 
nett Company, Chicago, is the 
agency. 
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EXPORT AGENTS: American Paper Exports Inc., New York, U. S. A. 
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If our distributors cannct supply your immediate needs, we solicit your patience. There 


will be ample Levelcoat Printing Papers 


for your requirements when our plans for in- 


creased production can be realized. 


KIMBERLY-CLARK CORPORATION 


Neenah, Wisconsin 
122 E. 42nd St., New York 17 @ 8 S. Michigan Ave., Chicago 3 © 155 Sansome St., 


San Francisco 4 @ 22 Marietta St. N.W., Atlanta 3 
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Postwar Sample 
Show in Balkans 


Lonpon—More than 15,000 buy- 
ers from eight countries flocked 
to Prague, Czechoslovakia, re- 
cently to attend the first postwar 
sample Fair of Prague. Indicative 
of Russia’s interest in the Balkans 
was the fact that the Soviets had 
the largest stand at the show. 

Seven other foreign countries 
had “official” stands, Albania, 
France, Holland, Poland, Rumania, 
Switzerland and Yugoslavia. An 
undisclosed number of individual 
firms in Great Britain and the 
United States scheduled exhibits. 

In addition to commercial buy- 
ers, more than 500,000 persons at- 
tended the fair, and orders taken 
amount to several millions. An- 
other fair will be held during 
early 1947 on a more elaborate 
scale. 


Joseph Tankoos Moves 


Joseph Tankoos has resigned as 
account executive with Patjens 
Advertising Company, New York, 


to join Lloyd, Chester & Dilling- 
ham of that city. 


GF Appoints Luther, 


Stevens, Carrigan 

Harold S. Luther, formerly mer- 
chandising.manager, has been ap- 
pointed advertising and merchan- 
dising manager 
for all products 
of the General 
Seafoods unit of 
General Foods 
Corporation, Lee 
A. Greene, mar- 
keting manager, 
has announced. 

Mr. Luther will 
be responsible for 
the development 
of sales cam- 
paigns, market 
testing, packag- 
ing, publicity and advertising. 
Herbert N. Stevens, formerly as- 
sistant to the general manager, 
has been appointed sales man- 
ager for 40-Fathom Fish, Inc., 
succeeding the late Leonard C. 
Monahan. Philip F. Carrigan, who 
was product sales manager, will 
become sales promotion manager 
of 40-Fathom Fish. 


Harold Luther 


Fruit O’ South Features 
Pliofilm-Wrapped Fruit 


Fruit O’ The South, Jackson- 
ville, Fla., will promote gift boxes 
of Indian River oranges sealed in 
Goodyear Pliofilm, in color pages 
in class magazines and gravure 
sections of newspapers, through 
Peck Advertising Agency, New 
York, tying in with promotion by 
a group of eastern and midwestern 
department stores. 

Gift departments of such stores 
as Gimbel Bros., New York, Phil- 
adelphia and Pittsburgh; Famous- 
Barr of St. Louis; Jordan Marsh, 
Boston; J. N. Adams, Buffalo, and 
Goldblatt Brothers, Chicago, will 
feature both individual boxes and 
monthly gift plans of Fruit O’ The 
South grapefruit and Pliofilm- 
wrapped oranges. 


.) a . 
News’ Appoints Glass 
John H. Glass, New York and 
Brooklyn retail advertising man- 
ager for the New York News 
since 1942, has been promoted to 
local advertising manager. Mr. 
Glass joined the Chicago Tribune 
in 1911, became department store 
advertising manager for the New 


York paper in 1922, started the) 


Brooklyn section in 1924, and 
went to Detroit in 1931 as adver- 
tising manager of the Detroit Mir- 
ror, which had been acquired by 
the News. He subsequently re- 
turned to New York to become 
assistant local advertising man- 
ager of the News. 


Gets Drug Account 


Ayrest, McKenna & Harrison, 
New York, a division of American 
Home Products Corporation, and 
manufacturer of hormones, vita- 
mins and other pharmaceuticals, 
has appointed Breese, Enloe & 
Elliott-Smith, New York, to handle 
its professional advertising in 
medical and drug journals and 
for a direct mail campaign. 


Backs Air Show 


The Oregon Journal, Portland, 
carried a special eight-page air- 
craft section Nov. 3 as a fore- 
runner of the Northwest aircraft 
show, which was held in the Port- 
land Livestock Pavilion Nov. 8-11. 
Eleven distributors of the area, 
representing 20 makes of aircraft, 
most of whom have models ready 
to sell, cooperated in the project. 


1. Monks and Friars 
C) Flooded and light patches in printing 


C) Illuminations in a manuscript 
C] Ascenders and descenders in Gothic type 


3. Soldier 


() An itinerant pressman 
] An exclamation mark 
] Material for halftone anchors 


Test your word knowledge 


of Paper and Printing 


™~ 


2. Printability 


CA printer’s ability to do fine work 


C) Legibility of type 


C) Pfoperty of paper which yields good printing 


4. Spectral Reflectance 


_} Phosphorescent quality in paper 
(] A measure of paper’s opacity and color 


“Show through” in paper 
§ pay 


ANSWERS 


] Monks and Friars—‘‘Monks’’ are 
ink-flooded patches and “Friars” 
are insufficiently inked patches in a 
piece of printing. Avoiding uneven 
printing demands good presswork 
. .. and good paper, too. That’s why 
many careful pressmen prefer to 
print on uniform Levelcoat.* 


y] Printability, in paper, is that 
property which yields good print- 
ing. It comprises receptivity, uni- 
formity, smoothness, opacity. . . all 
qualities you find in Levelcoat. 


evelcoal 


PRINTING PAPERS 


If our distributors cannot sup- 
ply your immediate needs, we 
solicit your patience. There will 
be ample Levelcoat Printing 
Papers for your requirements 
when our plans for increased 
production can be realized. 


KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 


3 Soldier is known to printers 
as a name for the exclamation 
point...and ““Levelcoat” is known to 
printers as a trademark which repre- 
sents fine quality printing papers. 


Kimberly 
Clark 


4 Spectral Reflectance is one 

of the physical measurements 
important in determining the opac- 
ity and color purity of paper. And 
Levelcoat papers achieve a remark- 
able amount of spectral reflectance 
—a test of their high degree of opacity 


* TRADEMARK 
and surface luster. 


THE JUMPING 
OFF PLACE 


For Every Study 
Of Industrial 
Markets 


OU will find the 1947 Mar- 

ket Data Book Number of 
InpustRIAL MARKETING a valu- 
able basic tool for planning 
your sales strategy. Every mar- 
keting, sales and advertising 
executive should have his own 
copy of this fact-packed guide 
to markets and media. In this 
one book you will find: 
* Authoritative, up-to-the-minute 
analyses of 85 industrial and busi- 
ness markets. Basic sales facts to 
help = plan your sales and ad- 
vertising program. 
* Media facts. Circulations, rates 
and mechanical specifications for 
2,000 business papers. 
*The Media Data File. Complete 
market and media information on 
more than 200 of the country’s 
leading business papers. 
* Business Reference Publications. 
A complete list of directories, buy- 
ers’ guides, catalog files and other 
forms of business reference pub- 
lications. 


Here's How This 
Book Will Help YOU 


ADVERTISING MANAGERS—SALES 
MANAGERS—ACCOUNT EXECUTIVES 


The Industrial Market Data Book 
will help you analyze the sales po- 
tential for any of the 85 industrial 
and business markets ou sell. 
Look here first for basic market 
facts and media data. 


MEDIA BUYERS—RESEARCH MEN 


Here is the logical “jumping off 
place” for every study of business 
and industrial markets. The basic 
acts . . . plus suggestions on 
where to look for further informa- 


COPY WRITERS—ART DIRECTORS 


To whom are you addressin 
your business pever or direct ma 
advertising? ngineers? Purchas- 
ing Agents? Doctors? Architects? 
Thumb through the pages devoted 
to each market. Study circulation 
break-downs. Note the complete 
mechanical data. Here is a real 
time-saver. 


DIRECT MAIL SELLERS 


Here. is a convenient, usable 
guide to directories, business refer- 
ence publications, catalog files and 
buyers’ guides and other list 
sources. 


WHAT USERS SAY... 


“We consult the Market Data Book 
before we even think of an advertising 
or sales campaign.’’ 

Harry Rorick, advertising manager, 

Turco Products, Inc., Los Angeles, 

“Every time a new problem comes up 


as to new markets, new sales promotion, 
new distribution methods or new adver- 
tising fields, the Market Data Book is 
used first, and exclusively. I would not 


know how to get along without it.’’ 
Arthur H. Volker, 
Herman H. Sticht Co., Ine., New York 
“The Market Data Book has become 
an invaluable bibliography of source 
material in outlining analyses of poten- 
tial markets for photography in indus- 
ty.” 
William H. Scott, market research dept., 
Eastman Kodak Co., Rochester, N. Y. 
“The Market Data Book Number is a 
‘must’ in a market research department.’’ 
. G. Thorne. 
Fuller & Smith & Ross, Inc., Cleveland 
“The latest dog-eared copy of the 
Market Data Book has an _ important 
place in a special book case for refer- 
ence books within easy reach of my 
desk.”’ 
H. KE, Fry advertising-publicity mer., 
North American Philps Co., New York 
“The Market Data Book has earned a 
prominent and permanent spot on my 
work table.’ 
J. HU. Williams, advertising manager, 
Sangamo Electric Co., Springfield, Ill. 


The 1947 Industrial Market Data 
book will soon be in your hands, 
if you subscribe to INpusTRIAL Mar- 
KETING, The Magazine of Selling 
and Advertising to Business and 
Industry. You will find the Indus- 
trial Market Data Book a _ time- 
saver and an_ idea-stimulator, 
throughout the year. 


INDUSTRIAL MARKETING 


The Magazine of Selling and Ad 
vertising to Business and Industry 
100 E. Ohio St. 330 W. 42nd St. 
Chicago, Ill. New York 18 
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for 
joined 


time 
duPont Cellophane, 
Simmel - Meservey, of Beverly 
program executive of National | Hills, Cal., producer of educational 
Broadcasting Company and at one) films and recordings. 


advertising manager 


Joins California Firm ian 


Douglas Meservey, a _ former 


ews 
sports 


MOE = 


0. and weadetw th 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. « 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 


Atlanta+ Charlotte» Dallas» Detroit» Kansas City + Los Angeles » Memphis « St. Louis» San Francisco | 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales in the U. S. for the week 
ending Nov. 2 were 17% ahead of 
sales the corresponding week a 
year ago, the Federal Reserve 
Board has reported. 

The year-to-year increase was 
greatest in Pittsburgh, where sales 
were up 35%, and in Syracuse and 
Nashville, up 34%. The Cleveland 
(fourth) district had the greatest 
area gain, with sales 28% above 
those a year ago. 


The only decreases reported 


.were for New York and Newark, 


where sales were down 9 and 
12%, respectively, because of the 
truck strike. 


Week Ending 
Federal Reserve Oct. Oct. Nov. 
district and city 19 26 2 
UNITED STATES .. 24 23 17 
Boston District .... 25 34 14 


New Haven ..... 32 31 18 


a ee 26 42 16 
Springfield ...... 11 ph 12 
Providence. ...... 24 21 8 
New York District. 4 3 —7 
oy i ee —1l 4 —-Y 
Po 22 21 5 
Ow TOME ...... —2 —2 —12 
Pe | 39 27 16 
BPTOGUSE cise: 49 43 34 
Philadelphia Dist... 27 29 22 
Philadelphia .... 21 28 19 


Cleveland District... 31 32 28 
Akron 
CIMGINMAT 6.6.5.5 2 12 24 
Cleveland 


Columbus ....... 26 15 33 
WOME. 8.6:464-0.%55 3.0% 31 25 25 
Pittsburgh ...... 35 55 35 
Richmond District. 18 16 8 
Washington ..... 3 q 5 


Baltimore 


SELLING APPEALS... 


that convert the thinking of construction men into buying action 


Prepared to aid the TOP EXECUTIVE, AD MANAGER, COPY 
WRITER and SALESMAN coricerned with selling trucks and 
accessories to the 114 billion dollar construction truck market. 
A compilation of personal interviews with the construction 
men who own, operate and buy trucks, revealing information 
useful to them for selecting and purchasing their equipment. 


Al Paxton, Publisher 


Transmissions... . 


HOW YOU Engineering News-Record & Construction Methods 
, 330 West 42nd Street, New York City 18, N. Y. 
CAN GET : 
:. We manvfacture, sell, or have an account fora manufacturer of: 
Trucks. ... Tires.... Engines.... Drives.... Axles.... 
Universals.... Accessories..... Generotors.... Batteries. 


RE ig ET PERS PEL Fe POE fe eg i er rae 
EE ee Cs ee ete Ten Te ga see 
ee eS ee Peer ee re eee .- Department. .. 


. and 2-way Rodios 


**How to get results from truck and accessory advertising to Constructian Men."’ 


ee ee 


TI oss sous 38 27 26 
San Antonio ..... 32 21 18 
San Francisco Dist. 27 28 7 
Los Angeles Area 28 31 32 
Oakland ..<.<.. - 20 38 16 
San Francisco ... 26 23 23 
POPtIGUSG ©. ick saws 27 21 21 
Salt Lake City... 36 24 21 
Atlanta District 27 30 22 Seattle ....cccca 18 23 21 
Birmingham .... 22 55 ° a 
Mjami .......... ss 0 asi gg || «= “Data not available. 
PU. 29 23 19 
New Orleans .... 24 1s 1° | Campbell-Ewald Sets Up 
Chiecage District .. 32 25 24 |Separate Eastern Firm 
acl sadalele pe = pe The Eastern division of the 
Detroit. ......... 35 24 99 |Campbell-Ewald Company _ has 
inhi’  . 44-26 9g | been reorganized as the Campbell- 


Ewald Company of New York, 


St. Louis District... 24 32 26 a d 
Inc., in order to permit stock par- 


Little Rock 


Touisvillie ....... 32 24 19 | ticipation in the company by mem- 

Mt. Tele .4...... 17 30 27 | bers of the staff. 

Memphis ........ 17 5030 Campbell-Ewald Company, Inc., 
yg ened _" - has its headquarters in Detroit, 

St. Paul ......... (Not Available) |@2d maintains offices in Chicago 


Duluth-Superior and Los Angeles. 


Kansas City Dist... 36 22 20 


ol A ae 53 34 23 

Wichita ......... 40 16 18 Henry Dorff Moves 

ge City .... = 30033 Henry Dorff has resigned as ac- 

= eee a ty oaeoag_ [eount executive with Grey Ad- 

Tulsa ...........24 17 7 |Vertising Agency, New York, to 
Dallas District .... 23 21 15 |join Alfred J. Silberstein-Bert 

CA ere 15 20 12 |Goldsmith, Inc., of the same city, 

Fort Worth ..... 22 14 8 |in an executive capacity. 


FORWARD MARCH with 
THIS RISING MARKET! 


WORLD WAR II READERS 


1,550,000 


Present Readers from 
WORLD WAR 1 


225,000 


Present Readers from 
wars before 1917 


25,000 


*NEW RATES 
effective March, 1947 
based on 2,000,000 
circulation! 


Readership follows leadership! 
The V.F.W. leads the way for con- 
structive, aggressive action on im- 
portant veteran problems. The 
progress of this leadership is accu- 


*‘OIN UP”? with Foreign Service 
and you march with a rising 
market! 

What other man’s magazine puts 
your advertising in line with so many 
youthful buyers—your best market’ rately reported in each issue of 
for a quarter-century to come! Foreign Service. 


‘Foreign Sewice 
OFFICIAL PUBLICATION 


VETERANS OF FOREIGN WARS 


DAN B. JESSE, JR. & ASSOCIATES, INC. - Advertising Directors - 10 EAST 43rd STREET, NEW YORK 17, W. Y. 


Midwest Representative: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 
Pacific Coast: Ren Averill Company, 427 W. Fifth Street, Los Angeles 13, California 


Adi 
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54% Discount Ads, 
Call Business 
Selfish, Abt Says 


(Continued from Page 1) 
existence of a fundamental faith. 

. . This underlying credence is 
something prior to and transcend- 
ing anything within the capacity 
of the individual advertiser’s 
craft. Enough termites of doubt 
have been set free to eat away 
some of the foundations on which 
advertising is predicated, and to 
give us serious pause.” 

Mr. Abt called on the advertis- 
ing profession to protect it from 
discredit from within its own 
ranks or by distorted propaganda 
from without. Advertising’s an- 
swer to false ideas must be truth, 
he said, and described the Brand 
Names Foundation as “a com- 
monly supported instrument to see 
that the truth about advertising 
and the brand names method of 
distribution is told to the public.” 

Mr. Abt invited Canadian par- 
ticipation in these efforts, report- 
ing that through the cooperation 
of advertisers and media the basic 
story is now being told through 
many forms of advertising, and 
through every medium from paid 
space to stockholders’ mailings. 

The association, holding its 32nd 
annual meeting here, 
awards of recognition to four of 
its members, one posthumously. 

Emile Jean, managing director 
of The Nouvelliste, Three Rivers, 
Que., received a gold medal for 
outstanding service in giving Cana- 
dian advertisers a better under- 


E. Jean T. Anderson H. Van Scoyoc 


standing of French Canada as well 
as a considerably broader concep- 
tion of the possibilities of the 
French market. 

H. S. Van Scoyoc, who recently 
retired as advertising manager of 


President's new charm bracelet 
will be cherished not only for its 
beauty, but for its emotional 
appeal as well! Heart-shaped 
pendant in heavy metal with all 
the bright glitter of real gold. 
Has “I Love You” engraved on it 
in 15 languages plus 6 ruby-red 
enamel lips, symbolic of romance. 
Sturdy link bracelet with safety 
catch. Available at once in large 
quantities. 


Hundreds of other inexpensive 

novelty and jewelry premiums for 

men, women, children—priced for 
self-liquidation. 


PRESIDENT NOVELTY 
AND JEWELRY COMPANY, INC. 
1220 BROADWAY, NEW YORK 1 


presented | 


the Canada Cement Company, 
Montreal, received a silver medal 
for his work in “enhancing the 
reputation and position of adver- 
tising in the eyes of its members 
and the public.” 

T. L. Anderson, vice-president 
of Cockfield, Brown & Co., To- 
ronto, was also awarded a silver 
medal for his prominent part in 
Canada’s war finance program. 

A silver medal was awarded 
posthumously to W. Howard Bat- 
ten who, at the time of his death, 
was president of Rapid Grip. & 
Batten Ltd., Toronto. The presen- 
tation, made to his son, A. Camp- 
bell Batten, was in recognition of 
Mr. Batten’s work in maintaining 
production of much needed adver- 
tising tools and materials during 
difficult war years. 

Vernon D. Beatty, advertising 
manager of Swift & Co., Chicago, 
told the association that wartime 
advertising developed more scope 
in the field of public service and 
that this policy should be main- 
tained. . 

Advertising can and should be 


‘company serves.” 


used, he declared, to improve 
understanding between employer 
and employe, and to throw the in- 
fluence of business behind projects 
of community welfare. 
“Statesmanlike advertising,” said 
Mr. Beatty, “will have in mind not 
only the company’s welfare, but 
the welfare of all the people the 
Advertising, he 
warned, is only a tool of selling, 
not a substitute for selling. If it 
falls short of enlarging and per- 
petuating the 
name, trademark 
and the good 
reputation of the 
company and its 
products, then it 
fails to serve its 
purpose, he said. 
Neil B. Powter, 
sales promotion 
manager, How- 
ard Smith Paper 
Mills Ltd., Can- 
ada Paper Com- 
pany and Alliance Paper Mills 
Ltd., was elected president of the 
Association of. Canadian Adver- 


Neil B. Powter 


tisers. Mr. Powter is also Cana- 
dian vice-president of the Direct 
Mail Advertising Association of 
Montreal. 


Appoints Polk V.P. 


Paul W. Polk has been named 
vice-president and general man- 
ager of the Threadwell Tap & Die 
Company, Greenfield, Mass. He is 
also vice-president and a director 
of the Sheffield Corporation, Day- 
ton. 


Loeb and Ridders Buy 
Knox’s ‘Union-Leader’ 


The Union-Leader, Manchester, 
N. H., has been purchased by Wil- 
liam Loeb, Vermont newspaper 
publisher, in association with 
Bernard H. Ridder, Victor F. Rid- 
der, and Joseph E. Ridder, from 
Mrs. Frank Knox, widow of the 
late Secretary of Navy, and the 
heirs of John A. Muehling, who 
founded the Leader in 1912 with 
Col. Knox, 

William Loeb will be president 
and publisher of the paper. He 
publishes the Daily News, Burling- 
ton, Vt., and the Daily Messenger, 
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St. Albans, Vt. The Ridders pub- 
lish the New York Journal of 
Commerce; St. Paul Dispatch and 
Pioneer Press; Herald, Grand 


'Forks, N. D.; the News, Aberdeen, 


S. D., and have a large interest in 
the Seattle Times. 


“His sermons over WFDF 


Flint always sound different.” 


ae 


$600,000 


Government estimates predict a yield of 


3,410,000 bales of cotton in the Mid-South 


this season, which totals 37 per cent of 


the entire national crop. This will result in 


$600,000,000 added to the buying power 


of the Memphis Market this Christmas, 


Agriculture is a partner with growing 


industrial interests in the economic 


development of this great market area. 
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Joins Bonwit Teller 


Dimitri Petrov has resigned as 
an art director for Gray & Rogers, 
Philadelphia agency, to join Bon- 
wit Teller, New York store, as 
art director, succeeding Bernard 
T. Grant, who has resigned to 
open his own advertising service 
at 22 W. 56th St. Mr. Petrov was 
formerly an art director for N. W. 
Ayer & Son. 


Forms Tool Company 

W. Beltran duMont, chairman of 
the board of directors and director 
of sales of Threadwell Tap & Die 
Company, Greenfield, Mass., has 
resigned to form duMont Corpora- 
tion, Greenfield, for the manufac- 
ture of specialty tools and serve 
as sales consultant. 


Lom IOEAS Zo 
FINISHED PRODUCTS 


CONVENTION EXHIBITS & 
TRADESHOWS. .. Yéone DEA.1278 
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Paint Industry 
Urged to Start 
Long-Range Drive 


ATLANTIC City — The paint in- 
dustry “must not remain simply a 
service organization” but should 
institute an effective, consistent 
industry-wide advertising’ cam- 
paign to build demand for finish- 
ing materials, E. D. Peck, general 
paint manager, Pittsburgh Plate 
Glass Company, urged the Na- 
tional Paint, Varnish and Lacquer 
Association here Nov. 8. 

The many technological ad- 
vances and discoveries in the in- 
dustry, and hundreds of new uses 
for both paint and color, “call for 
a new approach to reach the pub- 
lic,” Mr. Peck declared. “As re- 
gards advertising and promotion, 


| the industry should change its op- 


erating technique and become pro- 


gressively greater through pro- 
moting and consistently expanding 
the many new scientific uses of 
finishing materials. 

“It must not remain simply a 
service organization, but must help 
create desires and demands that 
will add to the health, happiness 
and efficiency of every man, wom- 
an and child in this country. 


Urges Long-Range Basis 


“Such a program conceived on 
a long-range basis will do its part 
to develop public confidence not 
only in all paint manufacturers 
but also in paint products. It will 
also help assure a greater belief 
in the future stability of American 
homes and industries, thus safe- 
guarding the permanence and 
growth of our way of living.” 

Although an advertising cam- 
paign for the industry was widely 
discussed at the convention, the 
association was apparently no 
closer to moving ahead than it has 
been during the past two years. 

Officials doubt that the associa- 
tion will proceed with the selec- 
tion of an advertising agency for 
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BACK IN NATIONAL MEDIA—The full-color spread, appearing in November 

issues of House Beautiful and House & Garden, marks the return of one of 

- country's paint pioneers to national advertising. Fuller & Smith & Ross, New 
York, handles the Murphy Paint division's account. 


an institutional campaign until it 
is sure of a minimum of $500,000 


. New Yorkers read 


THIS 1S NEW YORK 


orid’s richest, larg 
fiu 4 


est market, this one 


Completed in 1883 after 


a tragic history of 


explosions, delays, fires and death (its build- 
ers, the Roeblings, father and son, both died 
in homage to it) . . . the Brooklyn Bridge 
with its cathedral-like towers and spider-web 
tracery of cables is one of New York's most 
beautiful sights, and one of its main traffic 
arteries. More than half a million people 
cross it each week. Submarine caissons were 
used for the first time in its construction. 
Steve Brodie jumped to fame from its heights. 
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annually for three years, with at 
least 75% of the 1,000 or more 
manufacturer members contribut- 
ing. 

At present the association has 
pledges of no more than $350,000 
from an undetermined number of 
firms. 

Staff members will proceed with 
promotion of the program, but it 
is felt that pledges are insufficient 
at this time to warrant creation 
of a committee of advertising ex- 
ecutives from member firms to 
outline the campaign and the 
method of selecting an agency. 


Murphy Paint 
Uses Magazine 
Ads; Will Expand 


NEw YorK—The Murphy Paint 
division of Interchemical Corpo- 
ration has rejoined the ranks of 
national advertisers and will ex- 
pand its 1947 magazine schedule, 
backed by a merchandising cam- 
paign in paint trade publications 
and a new dealer drive. 

Full-color spreads in November 
issues of House Beautiful and 
House & Garden are slanted to 
women and an increasing demand 
for color variety in home decora- 
tion after years of wartime shab- 
biness. The copy features Mur- 
phy’s line of ‘“Color-Scheme” 
paints, with color pigments which 
are packaged separately in tubes 
and added to Murphy “base 
whites” before use. The postwar 
line includes a wide selection of 
tints, shades and tones in house 
paint, enamel, flat and semi-gloss 
wall finishes. 


New Factory Planned 


The paint maker will add Bet- 
ter Homes & Gardens and Sunset 
to the ’47 schedule and, according 
to John A. Hornaday, vice-presi- 
cent, will seek to line up new 
dealers as soon as the needs of 
present retail outlets are filled. 
It plans a new plant at Elizabeth, 
N. J., substantially increasing pro- 
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duction capacity at Newark, Chi- 
cago and Los Angeles. 

The Murphy division was 
founded as Murphy Varnish Com- 
pany in 1865 and became a na- 
tional supplier of varnishes and 
paint specialties for home and 
industrial use. The line was 
broadened in 1933 to include a 
complete assortment of consumer 
paint products, and the company 
became a division of Interchemical 
Corporation in 1944. 

Fuller & Smith & Ross is the 
agency. 


PLANS EXPANSION 


OF “TREASURE TONES’ 


Los ANGELES—The pre-harmon- 
ized “Treasure Tones” paint being 
merchandised by Bishop-Conklin 
Company will be extended to the 
entire western market next year 
and advertising will be stepped up, 
according to present plans. 

Current ads sell decorative ef- 
fect rather than paint, putting the 
old “paint to preserve” theme into 
the background and working on 
the theory that new decoration in 
the home is desired before a new 
surface actually is necessary. 
Treasure Tones are offered home- 
makers in 25 ready-to-use, pre- 
harmonized oil-base colors. 

All advertising, appearing in 
The American Weekly, Sunset and 
on outdoor boards, repeats a trade- 
marked mannequin artist and 
stylized flowers. 

Jack F. Finch Advertising 
Agency handles the account. 


‘News’ Boosts Rates 


The Los Angeles Daily News 
took space in New York news- 
papers this week to announce that 
it was raising its flat line rate 
from 40 to 50 cents, that its cir- 
culation has climbed from 201 585 
in 1940 to approximately 300,000 
in 1946, that its per copy price is 
up from three to five cents, and 
that after Jan. 1 it will pay a 2% 
cash discount. 


Silver Co. Promises FTC to 
Use ‘Mxde in USA’ Mar: 


International Silver Company, 
Meriden, Conn., promised the FTC 
this week that the legend “Made 
in the USA” would be used in 
equally conspicuous letters in ad- 
vertising for “Royal Danish” pat- 
tern _silver, to designate its do- 
mestic origin. 


Names Moss & Arnold 


Salute, New York, has appoint- 
ed Moss & Arnold Company, New 
York. to direct a special campaign 
in college newspapers throughout 
the country to promote its current 
letter writing contest for student 
veterans. The contest, offering 
$750 in cash prizes for the best 
letters, is on the subiect, “Prob- 
lems of the Student Veteran.” 


ELEMENTARY 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The O1L WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PerroLteum RerFiner is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


Houston 
Chicago 


Cleveland 
Los Angeles 


New York 
Tulsa 


Senate Hearings 
on Newspapers 
Problems Urged 


(Continued from Page 1) 


brought (AA, 
Nov. 4). 

A heavy percentage of the more 
than 1,500 replies complained 
about difficulties or actual inability 
to get newsprint; others expressed 
fear that advertising revenues 
would dry up in the future. Many 
detailed difficulties with labor 
“feather - bedding” rule and gov- 
ernment forms. 


Aim to ‘Help’ Small Papers 

Anxious to avoid the implica- 
tion that the investigation would 
parallel a study of the press 
ordered by the British labor gov- 
ernment, staff members stressed 
that they were out to “help” 


into prominence 


small papers, not “smear” large 
ones. 

Suspicions by both large and 
small publishers are keenly felt 
by the investigators. Some pub- 
lishers and groups have warned 
that government assistance for a 
segment of the industry now might 
be a precedent for punitive legis- 
lation against other segments at a 
future time. Other publisher 
groups, while hesitating to state 
it publicly, are not over-enthu- 
siastic about anything the com- 
mittee might do which would en- 
courage new competition in the 
daily and weekly field. 

With Morris Ernst, militant 
campaigner for more competition 
in the newspaper field and a pros- 
pective expert witness if hearings 
are held, they fear committee 
recommendations might run to tax 
exemptions, juggling of mailing 
rates and inducements’ which 
would encourage veterans and 
others to start small papers. 

Staff members, in discussing 
their plans, say they would like 
to begin hearings on Dec. 15, as 


soon as Chairman James Murray 


returns from Europe. 

Even if hearings are held next 
month, they have no idea whether 
Sen. Kenneth Wherry, Nebraska 
Republican who takes over the 
committee in January, will con- 
tinue them. 


Ad Problems Minor 


If hearings are held, the staff 
would like to make a thorough 
study of newsprint problems of 
small papers. In addition, pub- 
lishers and editors would be asked 
to review ITU regulations, adver- 
tising problems and bookkeeping 
complications which contribute to 
their headaches. 

Advertising problems would 
make up only a minor part of 
the study, it is felt, for most 
papers are relatively well off in 


small dailies may suffer if adver- 
tising slumps, the committee 
would probably try to find at least 
one expert witness to suggest steps 
which agencies could take to use 
small papers, or that the papers 
might take to interest agencies. 


that respect for the present. Be-' 
cause some feel that weeklies and | 


Kreider Joins Agency 
Davida Kreider, formerly art 

director and production manager 

of Shell Oil Company, New York, 

has joined the creative department 

e —_— Davis & Platte, New 
ork, 


Toins At'tinson Agency 
James J. McShane, formerly in 
the Chicago office of Lorenzen & 
Thompson, has joined Harry At- 
kinson, Inc., Chicago agency, as 
merchandising manager. 


For Your Advertising Campaign 


b 
SOUTHWEST 
AGENCY 


gant 


@ Public Relations 
@ Campaigns 


@ Surveys 
303 Southland Annex 
DALLAS 1 TEXAS 


on NEW ORLEANS 


to be exact 


Yes! Nine out of ten homes in New Orleans . . . 94% 


is the almost unbelievable coverage 


cover with your advertising. 


Che Cimes-Picanune 
New ORLEANS STATES 


Member: AMERICAN NEWSPAPER ADVERTISING NETWORK 


achieved by The Times-Picayune New Orleans States . . . 
PLUS 100,000 trade territory homes. 


Nine times out of ten, New Orleans, FIRST* among Deep 
South cities, is a market you can hardly afford not to 


Representative JANN & KELLEY, INC. 


LOS ANGELES 


A M_ 154,389 P. M 87,179 


NEW YORK--CHICAGO--DETROIT--ATLANTA--SAN FRANCISCO 


SUNDAY 253,584 
ABC Publishers’ Statement 3 mos. ending Mar. 31, 1946 


OVER A QUARTER MILLION CIRCULATION 
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You, John Lewis, and you, Henry Ford, Il, and you, 
Harry Bridges. You, Louis Mayer, you, Secretary 
Schwellenbach, and you, mate. Sit down, all of you. 


This trip, we are all in the same boat. 


When so explosive a problem as labor hits every 
man-jack in the nation, it is time to tighten our 
oarlocks and pull. 


That is what FORTUNE does, in the most diffi- 
cult editorial creation in its entire history —the 
November all-labor issue. 


Contents of FORTUNE for November 


Here is a country bursting at the seams, with 
some 60,000,000 people employed — the highest 
peak in production history. 


But multi-thousands will go home to supper 
tonight to say, “The strike is not settled.” And 
in scores of board rooms, wrangling and cursing 
men on both sides of the table will agree only 
to disagree. 


To bring cool light (not a solution) to Amer- 
ica’s first unfinished business, FORTUNE’S peace- 
searching November issue offers an unprece- 


..an over-all survey of the state of U. S. labor 
. laborless machines that can make factories fully automatic 
. 30 years of labor peace at Standard Oil of New Jersey 
. Unionism in Hollywood 

.. labor-law reforms that could stop day-to-day abuses 


dented review of U. S. labor. Here also are possible 
labor law reforms, profiles of 10 rising labor 
leaders, an X-ray of I.L.G.W.U., and laborless ma- 
chines that may make factories fully automatic. 


No other magazine in publishing history has 
given so comprehensive a survey of the labor 
problem. 


For FORTUNE, alone among magazines, reports 
the tensions and causes, the triumphs and effects, 
as men and money, propelled by ideas, drive 
toward a truly industrialized civilization. 


FORTUNE 


. the Steelworkers’ Union, largest in the U. S. 

. the International Ladies’ Garment Workers’ Union 
. Elton Mayo, leading labor philosopher 

. the C.1.0. and A. F. of L. organizing drives 

. profiles of 10 rising labor leaders 
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Advertising Age, November 18, 1946 


PHOTOGRAPHIC REVIEW 
THE WEEK 


OF 


SEND-OFF FOR KELLER—Shown at a banquet in Pittsburgh honoring Oliver J. 

Keller, who has retired after serving 20 years as editor and general manager 

of the Post-Gazette are, left to right, Mr. Keller, Grove Patterson, editor-in- 

chief of the Toledo Blade, and William Block, co-publisher of both papers. 
Mr. Keller is the new owner of Station WTAX, Springfield, III. 


HOST TO PROMOTION MEN—The Gary Post-Tribune was host to more 

than 50 newspaper promotion managers at a conference Nov. I1-12. Here 

Jack Snyder, business manager of the host newspaper, is flanked by Alfred G. 

Stanford, sales director of the Bureau of Advertising, one of the speakers, 

and C. A. G. Kuipers of Burke, Kuipers & Mahoney, newspaper representa- 
tive firm. (Story on Page 18.) 


ALL IN GARY—The Midwest newspaper promotion managers conference in 
Gary, Ind., brought speakers and guests from every section of the country. 
Here are Vernon Brooks, ad director, New York World-Telegram; Charles 
Feldmann, national ad director, Des Moines Register and Tribune; Russ Sim- 
mons, promotion manager, Cleveland Press; and Jim Myerson, promotion 
manager, Oklahoman and Times, Oklahoma City. (Gary Post-Tribune photo.) 


LIGHT AND DARK—In this between sessions picture at the Midwest promo- 
tion managers conference Nov. |! and 12 in Gary are Andy Hertel, Milwau- 
kee Sentinel; Pierre Martineau and Jerry Byrnes, Chicago Tribune; Lawrence 
Mehran, New York Sun, who is president of National Newspaper Promotion 
Association; and R. S. Cram, Columbus Dispatch. (Gary Post-Tribune photo.) 


FRIGIDAIRE | 


QUALITY COmSsTRUCTION 


ECONOMICAL OPERATION 


uk cee Sate 


DEMONSTRATOR—This full color elec- 


tric range display has a disk which, 
turned by the customer, reveals the five 


heat intensities of the cooking unit 
through an aperture in the card. The 
display is being distributed to Frigi- 
daire dealers throughout the country 
for floor demonstrations or windows. 


FOR GROCERS—Retailers will be 

showing this Christmas poster, which is 

a reminder that the small-fry recipients 

of Christmas stockings enjoy Nabisco 
gifts. 


t 
i 


IT'S SIMPLE—Cory Corp., Chicago, has 
developed this electric unit, which 
makes the morning chore easy for ad- 
vocates of home-ground coffee. Oper- 
ating on either AC or DC current, the 
device turns out any grind desired. 
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r For roservangns, write WP. Rogers, e 
“ v Gen! Mar, Sue Valley, Idaho, wa ak i 
COME ALL—The Union Pacific's Sun Valley opened its postwar magazine drive 


with this full-color Collier's page announcing reopening of the year-around 
resort, through The Caples Co., Chicago. (Story on Page 40.) 


WILSON BROS. OPEN HOUSE—Enjoying Wilson Brothers’ Open House cele- 

brating the opening of the sporting goods company's new offices in the Mer- 

chandise Mart, Chicago, are, left to right: Bill Bager, Dorothy Maiman and 

Noel Turner, all of Needham, Louis & Brorby; Lotus Barnes, assistant advertising 

manager of Wilson Brothers; Fred Brorby, of Needham, Louis & Brorby, and 
Fred Williams, advertising manager of Wilson Brothers. 


With pride, Rolfs introduces this 
newest. rarest leather. To touch it, to hold ut in your hand Sn 
for the first time, excites your senses. To watch a 


warm with use. as it attains the sparkling burnish of old jewel 


brings a depth of satisfaction heretetore unknown 


Suitably, in its premiere, jewel like Jacaretinga is matched 
with its more familar equal. fourteen-karat gold, to create 
Rolfs “Signature” billtald, a vastly distinguished pocket piece 
Rolfs “Signature” is the gift of a lifetime and beyond. Rearing the signature 
of the recipient as only he can write i. te eche his personality through 


generations yet to come, i is a heritage-piece of ever-increasing value. 


Ral. 


CUSTOM-MADE BILLFOLD—From skins of rare South American reptiles, krown 

as Jacaretinga, Rolfs, division of Amity Leather Products Co., West Bend, Wis., 

is producing billfolds which are virtually custom-made for $100. Cramer-Krasselt 
Co., Milwaukee, is the agency. (Story on Page 38.) 
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Koppers Names Laurora 


N. George Laurora, formerly 
with the Pepsodent division of 
Lever Brothers, has been placed 
in charge of merchandising and 
promotion of new products for the 
retail trade for the white:tar de- 
partment of Koppers Company, 
Kearny, N. J. 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

. .. or something to wear, or just 
about anything. Here’s a market 
that really r nds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
$45 FIFTH AVENUE, NEW YORK 


RCA Victor 
Renews Its Show; 


Tergens Cancels 


New YorkK—A report that RCA 
Victor might cancel its Sunday 
afternoon program on NBC be- 
cause of inability of the network 
to clear a nighttime spot for the 
show was spiked this week when 
the sponsor, which is the parent 
company of NBC, ordered renewal 
of the program for 13 weeks effec- 
tive Nov 24. 

The RCA Victor show, starring 
singer Robert Merrill, is handled 
by J. Walter Thompson Company. 

Another NBC program, however, 
definitely is on its way out of pres- 
ent sponsorship. The show is the 
Andrew Jergens Company’s “Mr. 
and Mrs. North,” heard for Wood- 
bury soap Wednesdays at 8 p.m. 


The program will go off the air 


Dec. 18. 

Although this program currently 
holds a 14.0 Hooperating, which is 
regarded as good for a low- 
budgeted show, the _ sponsor’s 
agency, the new Robert W. Orr & 
Associates (which took this ac- 
count recently from Lennen & 
Mitchell), is said to want to con- 
centrate its Woodbury budget 
more in printed media. 


Brewery Names Schlect 


Dorothie E. Schlect, formerly 
director of public relations and 
advertising of Ohio Tool Company, 
Cleveland, has joined Cleveland- 
Sandusky Brewing Corporation, 
Cleveland, in the same capacity. 


J. H. Turner Joins R&R 


James H. Turner, formerly vice- 
president of Mitchell-Faust Adver- 
tising Company and prior to that 
with Lord & Thomas, has joined 
the Chicago office of Ruthrauff & 
Ryan in an executive capacity. 
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API Launches 
$1,000,000 Public 
Relations Program 


(Continued from Page 1) 
titled “Those Who Know You 
Well Think Well of You,’ shows 
that most people in the U. S. think 
there are only about 25 oil com- 
panies instead of thousands; that 
few realize oil workers receive 
relatively high wages, and that the 
public is less favorably inclined 


'toward the oil business than to 


the railroad, automobile and chem- 
ical industries—though more than 
to the steel and coal industries. 
The lack of information and in- 
terest, Mr. Robinson declared, 
places the industry in an excel- 


Should Know What 
PRINTING PRODUCTS CORPORATION 


Can Do Jor Them 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


Bip ere is a large volume of the kind of printing Printing Products 
Corporation is best ree and organized to produce, so if in 


doubt, it is best to write or phone what is wanted and information will 


be promptly given. 


Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
is assigned to an experienced executive who watches 
cuts and copy until delivered. 


tracked. Each order 


and follows the order from receipt o 


Business methods and financial standing.are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 


New Display Type 


for all printing orders. 


Clean Linotype 


print. 


Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 


Products Corporation and associates ovcr $1,000,000 highest standing. 


Proper Luality 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork-— 
one or more colors. 


Facilities for Binding 


as fast as the presses 


Mailing and Delivery 


service as fast as 
copies are completed. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


Zuich Delivery 
Right 


Puce 


A SAVING 
in shipping or mailing when 
printing ‘is 


is often obtained 


done in Chicago, 


the great central market and 
distributing point. 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 
quality and delivery. 
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lent position to begin its promo- 
tional efforts. 

Robert T. Haslam, vice-presi- 
dent, Standard Oil Company of 
New Jersey, reporting for the pub- 
lic relations committee, said the 
first steps to create better under- 
standing of the industry would be 
to set up a “grass roots” organi- 
zation in eight areas of the U. S. 
to coordinate all promotional ac- 
tivities. 

Progressiveness Is Slogan 


In each area, a representative 
of the Eldean organization will 
work personally with API re- 
gional public relations commit- 
tees and with executives of 
individual companies, “merchan- 
dising the friendly ideas and im- 
pressions we put out.” All mem- 
bers will be expected to stress 
that “petroleum is progressive” in 
their own advertising. 

Three “Editorial Background 
Briefs” will be prepared in 1947, 
one each on the “three critical 
issues” of misunderstanding as 
shown by the survey—the im- 
pressions that the industry holds 
back new inventions and _ is 
monopolistic and that oil com- 
panies conspire to fix prices. 

Mr. Eldean told members 
Wednesday that “after getting the 
background support” in 1947, “we 
will project the advertising idea 
The question is how fast 
we can move and get agreement. 
We must go by stages.” 


‘Basic’ Label Discarded 


He said the program must show 
that the industry is not a basic 
or essential industry, as was de- 
veloped during the war, because 
such an attitude by the public 
causes danger of governmental in- 
terference. “We believe,” he said, 
“that the public would accept a 
more constructive picture of the 
industry as a progressive one.” 

The survey, covering more than 
10,000 personal interviews, shows 
that only 4% of respondents think 
the oil industry is “doing a par- 
ticularly good all around job”; 
7% of the public thinks it knows 
more about the industry than any 
other industry; only 3% of those 
questioned “think least favorably” 
of the oil industry (a lower per- 
centage than given for other major 
industries covered in the survey). 

On competition in the industry, 
the report shows 41% think there 
is much of it, 31% think there is 
a medium amount, 19% say only 
little competition and 9% give no 
opinion. One-third think the in- 
dustry is a monopoly, two-fifths 
think not and the others voice no 
opinion. Thirteen per cent think 
oil companies conspire to fix 
prices. 


Winarick Shifts 
Account to Biow 


Ar. Winarick, Inc., New York, 
maker of Jeris and Herpicide hair 
tonics, will transfer its advertising 
account from ‘Wesley Associates to 
Biow Company, New York, next 
Jan. 1, 

A new copy theme for next 
year’s national campaign in behalf 
of Winarick already is being pre- 
pared by Biow, which reports that 
magazines probably will be the 
main medium used. Winarick used 
hundreds of newspapers as well as 
a dozen magazines in this year’s 
schedule. 


NADI Plans Market Week 


The National Association of 
Display Industries has scheduled 
the display market week for Dec. 
7-13 in New York. Exhibits of 
out-of-town manufacturers will be 
at the New Yorker Hotel and 
those member manufacturers hav- 
ing New York showrooms will ex- 
hibit in their own space. 


Radio Engineers Elect 


Dr. W. R. G. Baker, vice-presi- 
dent of General Electric Company 
in charge of electronics, has been 
elected president of the Institute 
of Radio Engineers. 
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schenley Appoints 


‘Bijur Ad Director 
jof U. S. Whiskies 


New YorK—Schenley Distillers 
Corporation has promoted William 


* Bijur to the newly created post 


of advertising di- 
rector of all do- 
mestic whisky 
brands. The ap- 
pointment com- 
pletes a new de- 
partmental or- 
ganization plan 
to coordinate all 
activities of the 
advertising, sales 
promotion, mer- 
chandising and 
market research 
divisions of Schenley and affiliates. 

Mr. Bijur, who joined Schentey 
in 1935, has been advertising man- 
ager for Schenley Reserve since 
returning from four year’s Army 
service last January. He will head 
the over-all planning and develop- 
ment of advertising and sales pro- 
motion material for all whisky 
brands, although individual brand 
managers will continue in charge 
of separate brands. Frank John- 
son, formerly sales and advertis- 
ing manager of Maxson Food Sys- 
tems, has been named to succeed 
Mr Bijur as Schenley Reserve ad 


Wn. Bijur 


manager 
Simultaneously, Schenley Inter- 
national Corporation has _ an- 


nounced the largest advertising 
budget in history for 1947, with 
advertising planned for 30 coun- 
tries and overseas territories 
where it has developed markets. 
Foreign newspapers, foreign and 
international magazines, export 
trade journals, outdoor spectacular 
signs and painted boards, and 
radio will be used. Promotional 
material is also supplied to dis- 
tributors and dealers abroad under 
the advertising budget. McCann- 
Erickson is the agency. 


Arthur L. Rice, 
Chief of ‘Power 
Plant,’ Dies 


Cuicaco—Arthur Louis Rice, 76, 
editorial director of Power Plant 
Engineering and chairman of the 
board and treasurer of Technical 
Publishing Company here, died 
Nov. 10 at his home in Wilmette, 
Til. 

Mr. Rice was editor in Cleveland 
of The Engineer from 1903 to 1908, 
at which time he became a founder 
of Technical Publishing Company 
and editor -in- chief of Practical 
Engineer, which became Power 
Plant Engineering in 1918. 

He was the father of Kingsley 
Rice, president of the company, 
and Arthur L. Rice Jr., on the ad- 
vertising staff of the publication. 


DR. P. F. CADMAN 


. ANGELS Camp, CAL.—Dr. Paul 
Fletcher Cadman, 57, director of 
research for the Henry J. Kaiser 
Company, died here Nov. 11 of a 
heart attack. He had been a pro- 
fessor of economics at the Uni- 
versity of California. 


Fletcher Directs AAR 


R. V. Fletcher, vice-president for 
research, Association of American 
Railroads, Washington, will act as 
president of the AAR until the an- 
nual directors meeting Dec. 12. 
J. J. Pelley, president of the AAR 
for the past 12 years, died Nov. 12, 
following an operation. 


Parke, Davis Appoints 


N. H. Meyer, formerly in charge 
of the hospital sales division of 
Parke, Davis & Co., Detroit, has 
been appointed manager of the 
company’s market research depart- 
ment. He succeeds F. H. Nelden, 
who has been named manager of 
the medical service department. 
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Last Minute News Flashes 
Telechron Plans %5%0.1 ‘A7 Ka Rudaet 


ASHLAND, Mass.—Telechron, Inc., 


has approved a $500,000 advertis- 


ing budget for 1947, with half of the appropriation for color pages in 
Life on low-priced Telalarm Jr. and color half pages in Ladies’ Home 
Journal on kitchen clocks and combination kitchen clocks and signal 
iimers. The remainder will include use of The Saturday Evening Post 
fur specialties such as Musalarm combination clock-radio for awak- 
ening to music; Lite-Call which flashes a light; special timer clocks, 
radio preselector clock and strike clocks. The company claims current 
production of two-thirds of all electric clocks and an additional fac- 
tory will open in March. N. W. Ayer & Son is the agency. 


‘Wall Street Journal’ Switches to RBDO 

NEw YorK—Dow Jones & Co. will switch the circulation promotion 
account of the Wall Street Journal, currently totaling more than $100,- 
000 annually, from Doremus & Co. to Batten, Barton, Durstine & 


Osborn, on Jan. 1. 


Maxon, Inc., continues to handle the Journal’s 


advertising promotion; about $40,000 annually, and a special campaign 
which reproduces the Journal’s front page in other newspapers, the 
same day, on which $60,000 already has been spent. 


Cecil & Presbrey Names Carley V.P. 


New YorK—Robert Carley, who joined Cecil & Presbrey as an 


account executive a year ago, has been named a vice-president. 


He 


was with BBDO for six years prior to service with the Army, and 
has handled the Ronson and British Overseas Airways accounts, as 
well as new business, for Cecil & Presbrey. 


Packer of Chinese Foods Avpoints Ruthrauff & Rvan 

Cuicaco — The Bean Sprout Growers Association, Duluth, Minn., 
packer of Chung King brand Chinese foods, has appointed Ruthrauff 
& Ryan, Chicago, to handle its advertising. 


Steel Institute 
to Tell Industry 
Story in New Ads 


New YorK—The American Iron 
and Steel Institute next week will 
begin a new campaign in 650 
dailies and 125 weeklies to tell 
the industry’s story of production, 
prices, profits and wages. 

The six-insertion series will run 
from 700 lines in metropolitan 
dailies to 70 inches in steel plant 
town weeklies. The drive was 
prepared under the public rela- 
tions advisory committee of the 
institute, headed by J. Carlisle 
MacDonald of U. S. Steel. French 
& Preston, Inc., is the agency 
and Hill & Knowlton handles the 
institute’s public relations. 

This is the institute’s first ad- 


|vertising activity since its drive 
|for farm scrap in 1,500 weeklies 


(AA, Aug. 19) and the first over- 
all institutional advertising ap- 
proach, Previous drives have been 
prompted by specific issues such 
as strike copy in 1936 through 
McCann-Erickson, and a _ scrap 
drive by the American Industries 
Salvage Committee (most of 
whose members belonged to the 
institute), also through McCann- 
Erickson in 1942. 

Last spring strike copy was 
placed through Batten, Barton, 
Durstine & Osborn. French & 
Preston took the account for the 
weekly drive last summer. 

French & Preston’s application 
for recognition is still pending be- 
fore the American Newspaper Pub- 
lishers Association, although in- 
dications are that requests for in- 
formation about this comparatively 
new organization from ANPA 
have spurred action on the ap- 
plication so that recognition may 
be granted in the near future. 
Principals in the agency are 
listed as Charles R. French and 
James P. Selvage. Mr. Selvage is 
also a principal of Selvage & Lee, 
New York public relations firm at 
the same address as French & 
Preston, 16 E. 48th St. 


General Plywood Names 


Seeds for Homes Drive 

General Plywood Corporation, 
Louisville, maker of waterproof 
hardwood plywoods, has begun 
making prefabricated houses, sold 
through local contractors, for less 
than $6,000 each. 

Through Russel M. Seeds Com- 
pany, Chicago, it last week 
launched a campaign for’ the 
houses, with full-color and black- 
and-white page ads to appear each 
month, on a staggered basis, in 
Fortune, Nation’s Business, News- 


week and Time. 


‘Star’ and ‘Tribune’ 
Name Coneland A.M. 


John R. Copeland, manager of 
the classified department of the 
Minneapolis Star and Tribune, has 
been appointed 
advertising man- 
ager, succeeding 
Samuel G. How- 
ard, who has re- 
signed. Mr. How- 
ard has not an- 
nounced his fu- 
ture plans. Mr. 
Copeland joined 
the advertising 
staff of the Star 
in 1935 and later 
was transferred 
to the national 
advertising staff. In 1943 he was 
made assistant manager of the 
classified department and then 
manager. 

Robert C. E. Witte has been 
named to succeed Mr. Copeland 
as classified advertising manager. 
John W. Moffett, assistant business 
manager of the Des Moines Reg- 
ister and Tribune for the past six 
years, has been appointed assistant 
to John Cowles, president. 


J. R. Copeland 


BMB Research Group 
Votes Data Presentation 


Broadcast Measurement Bu- 
reau’s technical research commit- 
tee members were voting by mail 
over the past weekend on a reso- 
lution embodying specific recom- 
mendations “regarding authorized 
ways in which BMB data may be 
presented in map and tabulation 
form in advertising and printed 
promotion.” 

The resolution, if approved, will 
be submitted for consideration by 
BMB’s board of directors and ex- 
ecutive committee. An executive 
committee meeting had been 
scheduled for Nov. 18 but was 
postponed and no new date had 
been set up to late last week. The 
research committee’s proposals 
were not disclosed. 


Adam Hats Lowers 
Prices as Much as 44% 


Adam Hat Stores, Inc., New 
York, bucked the flood of an- 
nouncements of higher prices with 
full-page, 1,000-line and 660-line 
ads in more than 100 dailies to an- 
nounce reductions in the price of 
its hats ranging up to 44%. Hence- 
forth, the ads said, all $10, $12.50 
and $15 hats will retail through its 
almost 2,500 stores and agencies at 
$8.45. 

Elias Lustig, president, stated 
that “the public has become in- 
creasingly price-minded in recent 
weeks. This move is the initial 
one in the industry aimed to re- 
store ‘realistic’ prices in the men’s 
hat field.” The $5, $6, and $7.50 
hat prices remain unchanged. Biow 
Company, New York, is the agency. 


CARTON DISPLAY—The carton hold- 
ing a dozen hollow-ground stainless 
steel paring knives folds back to make 
this colorful counter display for Per- 
sonna Blade Co., New York, maker of 
Personna razor blades, The knife is the 
“baby” of a new line of cutlery just 
released by the company. 


Convair, Beech 
Launch Drives 


New YorK—Consolidated Vultee 
Aircraft Corporation this week 
uncorked a newspaper and maga- 
zine campaign featuring its latest 
contribution to military aviation, 
the giant B-36. Copy headlined 
“World’s Biggest Bomber Adds Its 
Might to U. S. Air Power” ap- 
peared in 65 newspapers across 
the country. Similar copy will ap- 
pear in Life and The Saturday 
Evening Post, and copy is sched- 
uled for December issues of avia- 
tion business papers. 

The ads noted ominously that 
“If this country should ever be 
attacked, the B-36, operating from 
airports available to us, could drop 
an atomic bomb on any city in the 
world.” Young & Rubicam is the 
agency. 

Beech Aircraft Corporation, 
Wichita, announced that in Janu- 
ary it will begin one of the largest 
magazine campaigns ever placed 
by a private plane maker. Four- 
color pages will appear in Dun’s 
Review, Fortune, Newsweek, Time 
and United States News for its 
nine-place model 18S, and four- 
color half-pages in the Post for 
the Bonanza, a four-place personal 
airplane. Page advertisements 
will be used in aviation business 
papers for both models, plus an 
export campaign, and a_ special 
program in Editor & Publisher, 
Engineering & Mining Journal, Oil 
& Gas Journal and Sales Manage- 
ment. 

Erwin, Wasey & Co. here is the 
agency. 


American Gas Unit Sets 
Future Ad Schedule 


The American Gas Association 
this week announced its media 
list for its upcoming years cam- 
paign, which includes 83 maga- 
zines and business papers (AA, 
Oct. 14). The women’s service 
group will include Ladies’ Home 
Journal, Good Housekeeping, Mc- 
Call’s, The Family Circle Maga- 
zine, Woman’s Home Companion, 
and Woman’s Day and weeklies 
will include one insertion each in 
The American Weekly and This 
Week, with varying schedules in 
The Saturday Evening Post, Life 
and Collier’s, McCann-Erickson is 
the agency. 


Vets Form Adclub 


A group of returned war vet- 
erans in Philadelphia have formed 
the Philadelphia Advertising Club 
of Veterans to bring together | 
World War II veterans who are 
engaged in selling, creating and 
producing advertising. Dana W. 
Hull, on the sales staff of Path- 
finder, is president. Other officers 
are James Buckley, of Earle A. 
Buckley Organization, and Sam 
Elber, Station WIP, vice-presi- 


87 


Committee Sees 
Continued Need 
for Fat Salvage 


New YorKk—Decontrol of price 
ceilings on inedible fats and the 
announcement this week by three 
of the nation’s leading soap manu- 
facturers of increased prices at 
wholesale will not affect the work 
of the American Fat Salvage Com- 
mittee, a committee spokesman 
told AA. 

In fact, the committee has just 
released in metropolitan New 
York newspapers a new advertis- 
ing effort explaining the ‘“‘facts” be- 
hind the current soap shortage. 
The following points were made: 

“1. There is a _ world-wide 
shortage of animal fats and of 
vegetable oils . . . This year soap- 
makers have been able to obtain 
only one-fifth of the imported oils 
they used in 1941—far less do- 
mestic fats, too. 

“2. Manufacturers are unable 
to get the amount of fats and oils 
they need to make not only soaps, 
but also paints, textiles, tires, 
leather goods, floor coverings, 
electrical appliances, etc. 

“3. Last year, more than one 
out of every nine packages of soap 
sold was made from used fats 
saved in Americans’ kitchens.” 


Meat Dealers Cooperate 


AA was told that more than 
91% of meat dealers throughout 
the country are accepting fats 
turned in by housewives, includ- 
ing cooperation from all chain 
store butchers who comprise about 
two-thirds of the butchers in the 
country. 

Kenyon & Eckhardt handles the 
fat salvage campaign. 

Soap manufacturers announc- 
ing the price increase this week 
were Procter & Gamble Com- 
pany, and M. Werk Company, 
both of Cincinnati, and Lever 
Brothers Company, Cambridge. 
Contending that the cost of in- 
gredients had risen as much as 
100% since the removal of ceil- 
ing on inedible fats recently, and 
that labor costs had risen 50% 
since prices on soap were last in- 
creased five years ago, these three 
announced their products will cost 
about 50% more at wholesale, ef- 
fective immediately. 


Largest Co-op 
Campaign Looms 
for Chevrolet 


Detroit — Chevrolet Motor Di- 
vision, along with its dealers, is 
letting its hair down publicly in 
what may well develop into one 
of the largest cooperative adver- 
tising campaigns the automotive 
world has yet seen. 

Featuring a “declaration of pol- 
icy,” Chevrolet and its dealers told 
the public what they plan to do 
about new orders; declared that 
no one would be asked to buy ac- 
cessories that were not asked for; 
said that dealers would not ask for 
trade-ins where the customer had 
no car, and said that authorized 
prices would be maintained at the 
level current at the time of de- 
livery. 

Copy running over the names of 
dealers appeared in New York and 
said bluntly that “There simply 
are not enough new Chevrolets to 
go around.” 

The New York copy will be fol- 
lowed by other ads in major cities 
until almost every community in 
the nation is covered. About 4,000 
dealers have approved the ad plan 
thus far. 

Meanwhile, Chevrolet announced 
that it is the first automotive pro- 
ducer to turn out 500,000 units in 
1946. Passenger cars constitute 


dents; Joseph Taney, free lance 
commercial artist, and Fred May, | 
N. W. Ayer & Son, secretary. 


57% of the company’s output. 
Campbell-Ewald Company is the 
agency. 
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Sign of the Black Boy pe 


“From Market Street, opposite to the Quaker’s Meeting House”’ in 


Philadelphia in 1735, Jos. Prichard, sailmaker, “removed to the Sign of the ’ 


Black Boy, in the said street’. . . there from “Canvass of diverse Textures, 


7 ° ° 5 . ~ oe ° mM lay £ a 
Naval artists skill’d in the Art of Sail Making. . . cut Topgallants and ding 
‘ y shot 
Royals, Spritsails and Save-Alls. .. for Brigs, Cutters, Sloops, Smacks, eture eC 
A ne | 
sundry Vessels... the width govern’d by the length of the Yard, Gaff, Boom, 
‘ A new 
or Stay... the depth by the height of the Mast. And for Lightermen ge 
: ° , ~ > do 
also tann’d sails with Tar and Horse Grease. . .’ ou 
Gerrinc winp of events from all compass courses, the newspaper editor 5 a 
A yo 
° " : . ‘ : arn the 
is the symbolic kin of the sailmaker . .. on his sheets gathers the global gales ses, “OE 
) st impo 
‘ ... the faint puffs of foible and fad... the hurricane of world happenings Boy, yc 
Hy 
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